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TRADE MARK REG. U, S. PAT. OFF. 


is By Made of fine plied yarn and guaranteed free from flaws. 
(Sm ~—- For use in the best class of work. Will last at least a genera- 


‘vss tion and is the most durable for any class of work. 


Fr = 

a V¥, Made of yarn not quite as fine. A smooth firmly braided 

Swe” cord, very serviceable for ordinary work, and for many pur- 
poses “good enough”. 


SACHEM CORD 


Made of coarser yarn but not Roving. A cord we are not 
ashamed to manufacture for use where first cost is the main 


consideration. 





“There a difference in Sash Cord” 


HESE brands, which have We also make Clothes Lines, 
a long established manu- Small Lines and Braided Cot- 


facturer’s reputation behind ton Cord up to 1 inch diame- 
them, save you from com ter for all purposes; also 


plaints and lost customers.’ Glazed Cotton Twines. 


Send for catalogues, samples and information to help sales 


Mills at Shirley, Mass. and Anniston, Ala. 
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prospective buyers will see them, Many 
buyers of other tools are prospects for tap 
wrenches. Show them you carry the finest. 


dealers. 


New York: 15 Warren St., 
Chicago: 611 W. Washington 
Blvd. 


Detroit: 





This handsome  lithographed 
metal display stand puts your 
Greenfield Tap Wrenches 
out on the counter where 





This Greenfield display 
rack is designed to carry the 
most popular sized ‘Little 
Giant” Screw Plates. It 
has proved itself a money-maker for many 


Have you one on your floor? 


Chis is a handy little rack, 
occupying but a few square 


inches on your counter, 


display of the Greenfield 
catalog. Even though you’re 
carrying only a fraction of 
the 20,000 Greenfield items 
P . this catalog stand dis- 
plays for you the complete 


Greenfield line. 





AT RR 


good salesmen 


will add to your sales 


without adding 
to your pay roll! 


You know that good display is a 
dealer’s greatest sales-booster. 
Isn’t that why you have glass-en- 
closed counters . . . attractive 
window displays and every 
possible device to make it easy for 
customers to see your merchan- 
dise? 


Small tools are not so different 
than other merchandise. Without 
question, they move faster when 
well displayed. Put displays of 
various small tools out where every 
possible user will see them and 
sales inevitably increase. 


The striking and convenient dis- 
plays for Greenfield Small Tools 
illustrated on this page have been 
especially developed to meet your 
selling, floor space and display 
problems. Perhaps you already 
have some of these at work in your 
store. Better put all six on your 


sales force. They will add to your 
sales, without adding to your pay 
roll. 

















Eight popular Greenfield 
reamers are displayed to good 
advantage on this attractive 
metal stand. This display 


saves yours and customers’ time. 
makes many extra sales for you. 
on your counter. 





And it 
Put one 


A great many pipe tool sets 


are bought by men who have 
only occasional need for them. 
Many times these prospects 
are reminded to buy when they see a store 
display. The stand shown above is a handy 
way to show all your customers that you 
corey the well-known Greenfield Pipe 
‘nols. 


This sturdy, walnut-finished 
Greenfield cabinet concen- 
trates and displays to best 
advantage your counter stocks 
of taps, dies, twist drills and 
reamers. It makes buying 
easier for small tool users— 
and stock-keeping and selling 
easier for you. 


Write us today and we will tell you how to get these attractive displays without cost to you. 


228 Congress St., W. 





GREENFIELD MASS., U. S. A. 


Canadian Plant: 
Greenfield Tap & Die Corp. of 
Canada, Ltd., Galt, Ontario 


H.A. 3-27-30 





York, 








N. Y., U 
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Why Shoot at 
Anything but 
PROFIT 


By 









A. E. Alverson, Secretary 
Greenlee Tool Co. 


ROFITLESS Prosperity is now a much 
worn term. Let us not pass it like a 


weather discussion, but do something 


about it. 


In merchandising we have numerous types 
of dealers, but two kinds stand out conspicu- 
ously. One sells a quality product which will 
give service of such a nature as to warrant a 
fair price. This class of merchandise yields 
the merchant a reasonable profit and assures 
him satisfied customers. 

The other type handles cheap goods, usually 
inferior, always highly competitive, yielding 
slight, if any, margins. 


ON ks GRA eA P 


Profitless Prosperity results from the latter 


course. 


Quality is particularly demanded in the class 
of tools having cutting edges. Their ease of 
operation, long life, and value in all respects 
rests on accurate construction, proper design 
and the use of high grade materials. 





Above is shown a group of tools which illustrates 
the possibilities of the Greenlee line. Greenlee 
manufactures a complete line of Augers, Auger 
Bits, Expansive Bits, Bit Extensions, Wood Drills, 
Reamers, Countersinks, Chisels, Gouges, Draw 
Knives, Serew Driver Bits, Joist Borers, Knockout 
Punches and Cutters, and Turning Tools. Every 
tool is guaranteed to be free from imperfections of 
material or workmanship. 


In selling bits and chisels, you can concen- 
trate on Greenlee Tools, which are priced to 
bring you a fair margin of profit. These tools 
have quality so built into them that they give 
long, satisfying service and bring repeat busi- 


ness to your store. 


DISTRICT SALES OFFICES: 


NEW YORK: 15 Warren St. NASHVILLE: 504 Cotton States Bldg. SEATTLE: L. C. Smith Bldg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th Ave. W. 
PHILADELPHIA: 2401 Chestnut St. LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 


GREENLEE IOOLS 


Greenlee Fool Co., Rockford, 7!!. 







Tools that 
Stay Sold- 
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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity £ 
awaits you. ; 



























Zinc Insulated Fences 
Steel Fence Posts 
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American Steel Gates : 7 \\ Bes 
Protector Poultry Fence AY MK 
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Union Lock Poultry Fence : Ae 


Banner Poultry Fences 





Poultry Netting NRY BROW 
Nails, Staples, Barbed Wire ——— TT 
Wire of all kinds ee 1 ; 
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AMERICAN STEE 


ma Soe, 


7 a P41 1 de . : - Ae ures Ua \y! he 


L & WIRE COMPANY 





208 S. La Salle St., Chicago UBSIDIARY DRPORATION 30 Church St., New York 





Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas Denver 
Detroit Kansas City Memphis Milwaukee Minneapolis-St. Paul Oklahoma City Philadelphia Pittsburgh 
Salt Lake City St. Louis Wilkes-Barre Worcester 
U. S. Steel Products Co.: San Francisco Los Angeles Portland Seattle Honolulu 
Export Distributors: United States Steel Products Co., 30 Church St., New York City 
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YOURSELF TO SALES 


Spring is just around the corner. Everything and everyone is ready to 
brighten up things. The screens are going in—there will be a lot of painting 
and gardening—and polishing of floors. 

Expose your seasonable goods that they may sell. Make sure your season- 
able goods are on display—when your customers come in. Make sure you 
have sufficient stocks on hand to take care of the demands. The more attrac- 
tively you display your merchandise the greater the demands will be on you. 

As your customers come in, don’t just take an order—make a sale. Suggest 
other items they may need and suggest something good enough to do the 
right job for them. The best way is to display your goods well. 

Owing to conditions affecting distribution of hardware, it behooves hard- 
ware merchants to stock and push merchandise that is not stocked by com- 
petitive stores which are not rigged up to sell quality goods. The buying 
public recognizes quality goods such as Yale Locks and Hardware as leaders. 

When you sell a customer something good he respects you—he values your 
judgment—he comes back—not just to make a duplicate purchase, but to 
buy everything he can from you that he needs. Intelligent selling is the way 
to make one sale make many more sales for you. 

















Attractively Feature Seasonable Items 


Yale Locks and Hardware are sold by Hardware Dealers 
THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 
Canadian Branch at St. Catharines, Ontario 





YALE MARKED IS YALE MADE 
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SALEABLE 
USES 


U. S. Poultry Fence is the only netting on the 
market today which fulfills every requirement and 
meets every demand of the trade. 


That’s why each ~ more and more dealers sell 
this nationally advertised netting exclusively. . .. It 
reduces inventory .....speeds up turnover... . in- 
creases sales and profits—all year ‘round. 

Below are more than 50 practical uses for this 


versatile netting. All are profitable sales outlets 
for the alert dealer. 





Animal Cages Hotbed Covers Rodent Proofing 
Animal Traps Insulation Base Screens 
Arbors Brooding Pens Show Pens 
Baseball Backstops Laying Nests Sign Construction 
Bird Cages Machinery Guards Sound-Proofing 
Booths Muskrat Pens Stage Scenery 
Box Offices Packing Cases Stock Rooms 
CementReinforcing Partitions Storehouses 
Counter Bins Pergolas Stucco Reinforcing 
Decorating Pigeon Pens Summer Houses 
Dog Kennels Plaster Reinforcing Temporary Fencing 
Feed Boxes Playground Fence Tennis Courts 
Feeding Pens Play Pens Trash Receptacles 
Fish Boxes Portable Runs Tree Guards 
Fish Traps Poultry Coops Vine Trellis 
Flower Border Poultry Gates Warehouses 
Fox Kennels Poultry Houses Window Guards 
Garden Enclosures Poultry Parks Window Trimming 
Golf Courses Rabbit Hutches Wire Baskets 


U. S. Poultry Fence, the original straight-line netting, 
is sold only through the regular wholesale and re- 
tail trade. If you are not familiar with this modern 
netting, write for miniature sample roll. 


Indiana'‘Steel & Wire Co. 
Muncie, - Indiana 


Manufacturers 
also of 


IMPERIAL 
Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates 
Flower- 
Border 


Trellis 
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Gray-Wick 
Wire Cloth 


WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 
Looms in operation. An automatic shuttle carries the 
cross wires back and forth through the lengthwise wires, 


to form a perfect mesh. 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 

18 Mesh, No. 34 gauge each way 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 











Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 
Cloth is made to resist rust. The wire used 
is drawn from Open Hearth Copper Bear- 
ing Steel which tests have proved to be far 
more rust-resisting than ordinary steel 
wire. This wire is also drawn one-quarter 


gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 


GRAY-WICK is one of the most popular 
and best-selling Screen Cloths on the mar- 


ket. Made in all widths in even inches 
from 18” to 48” inclusive, double selvage. 
Extra wide widths, 54” and 60”. 
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Keep Busy! Make Money! 
that’s the MANSFIELD 
program for 1930... 


The new Mansfield franchise was written for wide-awake deal- 
ers who expect to make money in 1930! It’s the sort of fran- 
chise that makes it possible for you to keep busy day in and 
day out; it makes selling easier; it makes profits come faster. 








This year promises to be one of the best the replacement busi- 
ness ever had. And you, as well as every otheralertdealer, ought 
to get your fair share of the money this business represents. 
A Mansfield franchise will help you do it. Write today for 


complete information—get set for busy days and hig profits. 


THE MANSFIELD TIRE & RUBBER COMPANY 
Mansfield, Ohio 


MANSFIELD TIRES 


MORE MILES with MANSFIELDS 
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“We consider Hardware Age Catalog of inestimable value to 
our Buying Department. All of our different Buying Depatt- 
ments use this catalog and we have found it of great assistance 
in solving our buying problem.” 


STANDART BROS. HARDWARE CORP., DETROIT, MICH. 

















, 


a j/ THE NEW 1929-1930 ANNUAL EDITION OF 


Hardware Age Catalog 


lists more than 15,000 manufacturers of hardware and allied 
products under their product headings, alphabetically arranged. 
e More than 6000 additions and corrections give this indispens- 
able help to hardware buyers, greater value to jobbers and re- 
tailers than ever before. @ Also, nearly 300 leading American 
manufacturers have placed illustrated buying information near 
their product listings for the greater helpfulness of these hard- 
ware buyers.@ It gives us much pleasure to announce the recent 
publication of this specialized hardware buyers guide, de- 
veloped solely to fit the needs of the hardware trade. 


AARDWARE AGE CATALOG « 239 w. 39th St.. New York City 
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KEEP 
PUSHING 


Consider our friend here—he of “the elegant 
eighties’—perilously balanced atop his tem- 
peramental “ordinary,” as this granddaddy 
of the bicycle was called. Not only pretty 
hard pushing, but mighty hard “sticking,” 
for riding this baby was exciting as well as 
strenuous. It could buck you over the han- 
dlebars and land you sprawling as neat as 
any hunter ever tossed the Prince of Wales. 
Just the same the old boy kept pushing. 
Hard work sometimes, but all the bigger 
kick—knowing it was hard and that he could 
still stick on. 


Sort of the way doing business 
seems sometimes—hard pushing 
and hard to stick on. 





All the more reason, then, why you, Mr. 
Dealer, need a friend ready to cooperate 
with you 100% in making your business suc- 
cessful—someone vitally interested in seeing 
that you, the Independent Hardware Mer- 
chant, are getting the goods and the service Constiag Ct. 8. Rade Ca. 
necessary to do business under today’s con- 

ditions—and do business at a profit. 


WHO IS THAT FRIEND? YOUR JOBBER! 


Pick that jobber carefully! Does he carry such a wide and diversified line that you will not have to go to the 
Does he carry a large enough stock so that he can make 





manufacturer for any great amount of merchandise? 
shipment of your orders with a minimum of shortages? Does he feature up-to-the-minute merchandise of 


real worth at prices which will enable you to make a real profit and yet give values that speak for themselves? 


Having found such a jobber—give him the bulk of your business. Help him to cut down the cost of distribu- 
tion (one of the biggest factors in modern day merchandising) by making your orders profitable to handle. 
Buy whenever possible in full package quantities. Don’t ask your jobber to do a retail business on a whole- 
sale profit! He can’t—very long! 

That, Mr. Dealer, is our simple formula for better business. In offering it we feel 
THE HOUSE OF WORTHINGTON IS ONE JOBBER from whom you may be sure of 


getting the merchandise, service and friendly co-operation necessary to make it 


successful. 


THE GEO. WORTHINGTON CO. 


1829 CLEVELAND 1930 
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But with the’Nincties things began to change. 
First came the move for systematization in 
business. Then followed a period character- 
ized by the demand for efficiency in personnel 
and equipment. And more lately has de 
veloped the scientific viewpoint in business 
—the respect for authenticity in basic data 
for manufacturing and marketing. 

The result is that today successful busi- 
nesses are managed by virtue of skill and 
knowledge rather than by weight of owner- 
ship. Executives quote the 
authority, not of shares, but 
of facts. Exact knowledge of 
technique, of materials, of 
methods and of economic 
conditions is the mark of 
modern business management. 

What brought about this 
change? Three factors: the 
vision of individual leaders, 
the natural acumen of other 


AG 0- 


THis SYMBOL identifes an 
. . It stands for 
honest, known, paid circulation; 
straightforward business methods 
and editorial standards that in- 


A BP paper . 


sure reader interest . . 
are the factors that make a 
valuable advertising medium. 


j)NOWLEDGE SITS IN + + 
7 WEALTH’S OLD SEAT 


In the "Eighties management was a matter of arbi- 
trary power. The Old Man owned the business, 
and other people did as they were told. When his 
| §«fat fist hit the desk the argument was over. He 
Py S| = ad to take the chance of being wrong, for accurate 
| knowledge of conditions and of methods was difficult 
to obtain. There was no generally accepted science 
of management. He had no other authority to fall 
back on than the power derived from his ownership. 


business men and the stimulation of thought 
by industrial and merchandising papers. 

For the rapidity of this progress the busi- 
ness press has been largely responsible. It 
has not only been a leader in progressive 
business thought but in itself it has been a 
chief agent in the gathering and presentation 
of facts—uptothe-minute, definite, proved, 
organized and correlated facts—upon which 
business has built its present sound structure. 
To this vital usefulness the business press 
owes its influence with busi- 
ness men. It has become an 
essential factor in the daily 
conduct of their affairs. It is 
this indispensability to its 
readers which renders the 
business paper of today so 
useful a means of advertising 
for any manufacturer of a 
product sold to industry or 
through the trade. 


.. These 


Tue ASSOCIATED BusSINESS PAPERS, INc. 


FIFTY-TWO VANDERBILT AVENUE 


te publication is a member of the Associated Business Papers, Inc. . . . 
non-profit organization of leading publications in the industrial, professional and merchandising fields 
mutually pledged to uphold the highest editorial, journalistic and advertising standards, 


NEW YORK CITY 
a 


a cooperative, 
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BRUSH MAKERS TO THE PAINT 





Compliments vs. Complaints! 


This dealer dug out facts that mean profits 


When Louis Painchaud started his survey of brush sales at the Painchaud Paint 
Company, Biddeford, Maine, he was on the trail of facts that make profits, and he 
stuck to it until he dug them out. These facts were included in the letter with which 
Mr. Painchaud took first prize in the Whiting-Adams $1000 contest on the subject 
of the ‘‘Modern Method of Paint Selling.’”’Here are the results of the survey, just as 
Mr. Painchaud reported them: 


From a survey conducted in our store, after having carefully checked. the compli- 
ments and complaints with the sale of fifty Whiting-Adams Red Kings and fifty 
cheap brushes with the same paint, we obtained the following results: 


Whiting-Adams Cheap 


Brushes Brushes 

Repeat paint sales : ° s : ; ie 3 
Customers dissatisfied with paint ‘ ‘ None TE 
Bought a better brush on second visit to the store ‘ . None 4 

_ Disappointed with brush : : : A : None 5 
Repeat sales for same brush : 6 1 
New customers made from these fifty sales, that we know of at None 
Customers lost from dissatisfaction with paint or brush Z None 3 


There’s' a lot to be learned from this were four times as many repeat sales on 
report. On the sales of the fifty poe Rt paint and six times as many on the same 


brushes there were sixteen cases brush. And the difference in 
of expressed dissatisfaction and WHITING profits on the original sales of 


at least three customers lost. On YN paint and brushes was $30.50. 

the fifty sales of Whiting-Adams It pays, in more ways than one, to 

brushes there was no dissatisfac- sell Whiting-Adams brushes. They 

tion, and at least two new cus- {fi have been known for their high 

tomers gained. Besides this, there WA quality for well over a century. 
BRUSHES 


Wauitinc-AbDAMS 


COMPANY 
690 to 710 HARRISON AVENUE, BOSTON, MASS. 





INDUSTRY SINCE 1808 


— 
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No one knows paint like a painter 





HEN 8 painters out of every 10— 

men whoknow paintfrom mixing 
to brushing—use Dutch Boy White 
Lead, it must mean two things: Dutch 
Boy White Lead makes a superior paint; 
and the dealer who handles it is as- 
sured a substantial Dutch Boy business 
year in and year out. 

Dutch Boy White Lead, obtainable 
both in heavy paste and soft paste form, 
is pure white lead. Comes in 100 pound 
steel kegs, 50, 25, 12% pound steel 
pails. As a guarantee of purity, the 
Dutch Boy trade mark is on every keg. 


NATIONAL LEAD COMPANY 


New York, 111 Broadway—Buffalo, 116 Oak St.—Chicago, 900 
W. 18th St.— Cincinnati, 659 Freeman Ave.—Cleveland, 820 W. 
Superior Ave.— St. Louis, 722 Chestnut St.— San Francisco, 235 
Montg: y St.—Boston, National-Boston Lead Co.,800 Albany 
St.—Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth 
Ave.—Philadelphia, John T. Lewis & Bros. Co., Widener Bldg. 
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THE ONLY SOUND BASIS 
ON WHICH TO BUY PAINT 











ERE IS the illustration and the headline from one 

of the new Devoe advertisements that are going to 
tell Saturday Evening Post readers about ‘“‘YEARAGE.”’ 
Here’s one of the big shots in an advertising barrage that 
will tell some 15,000,000 people that Yrarace is the 
only sound basis on which to buy paint—and that Devoe 
is the paint that offers Yearace! 

Devoe a good buy? Yes, the best buy in paint. For 
Devoe contains no silica, no barytes, no “‘fillers’’ of any 
kind. Devoe is all paint, pure paint, 100% pure lead and 
100% pure zinc. Devoe lasts from one to three years 
longer than any other paint made. Devoe has Yearace. 

Yearage not only is the basis on which to dyy paint, 











“Lady, 
play Tosti’s ‘Good-bye’”’ 








Dealer, 
play Devoe’s 
Good Buys! 


but the basis on which to se// it. Yearage is to paint 
what mileage is to tires. It’s the best selling argument 
ever given to a paint dealer. For it has all the economy 
that the bargain paints claim to have, yet it gives the 
kind of finish the houseowner longs for—the kind of 
finish that does not flake, bubble, or grow murky. 

Play the Devoe line straight. Stick to this name that 
offers you a complete line of paint and varnish products. 
Feature this paint that has given us, in YEARAGE, a 
new word, a new basis on which to buy paint, and a 
new stimulant with which to se// paint. 

Drop us a line and let us tell you more about the greatest 
opportunity ever offered to the paint dealer. 


DEVOE & RAYNOLDS Co. Ive. 


1 WEST 47th STREET 


; NEW YORK CITY 


| 
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A royal welcome greeted “SPEEDY” 
when he popped into Cantelmi’s 
Hardware Store, 507 East Fourth St., 
Bethlehem, to learn how Sapolin 
products were selling there. 








“SAPOLIN 


SPEED FINISHES 
increased our 
sales over 


400%" 


says Mr. P. A. CANTELMI 
of Bethlehem, Pa. : 


“Well, here’s what happened,’’ said Mr. Cantelmi: “Ever since I opened the store 
seven years ago I’ve been handling Sapolin products, and I found them second to none. 
But—listen to this—since I put in SAPOLIN Speed Enamel and SAPOLIN Speed 
Varnish our sales have increased over 400%! . . . Now we have to stock those 


lines in half-gallon and gallon sizes.”’ 


['° no wonder that merchants all 
over the country are enthusiastic 
about SAPOLIN Speed Enamel and 
SAPOLIN Speed Varnish when they 
meet with this kind of success! These 
remarkable quick-drying finishes, backed 


SAPOLIN 


GLOss FINISH SPEED ENAMEL 


DRIES GLASS-HARD IN FOUR HOURS! 








Fast enough for quick results— 
slow enough to handle easily. 
In 17 beautiful modern colors. 





by the smashingly. effective SAPOLIN 
sales helps—have set up new records 
in volume and turnover for thou- 
sands of dealers . . . Were you one? 
Don’t you want to be? The coupon 
will start things coming your way. 





Iam “SPEEDY” 
. 4X}, the new Home Decorator! 


—_—" 
= 


SAPOLIN CO., Inc., 229 E. 42nd St., N. Y.C. 


Gentlemen: I am a dealer and you'll have to prove 
it to me! Send me a full-size can of SAPOLIN 
Specd Enamel (state color) without charge or 
obligation and I'll tell you what I think of it. 


Name of Store 
Address. 








C-3 
City 
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Aristo Wall 










“Brush” up 


on these points 
“Bristling” with 


Increased Mileage! 


Increased brush mileage for your customers 
means increased profit mileage for you! That 
is too evident to need much explanation. Good 
brushes build a class of trade that will ever- 
lastingly come back to you whenever they need 
not only brushes but other painters’ supplies. 
You are building a reputation that counts— 
not only in volume of trade but in margin of 
profit. 


No need to tell any painter that good 
brushes are cheapest in the long run—he knows 
that even better than you do. The carefully 
selected “split-flag” hog bristles in Rubristo 
Brushes, plus the way in which these bristles 
are set in vulcanized rubber, guarantee much 
longer mileage than the average paint brush. 
The next step— 


Write for our detailed catalog. 


Hanlon & Goodman Co. 


WANLOW 342 Madison Ave. 
Coopman (9: 


New York City 
Registered 
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LiINGERWETT 
REMOVER aw 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 

Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest selling 
remover. 


THE WILSON - IMPERIAL CO. 
Newark, N. J. 
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Made by 


- Now Is the Time for All 
Good Hardware Dealers— 


ED EDGE SHOVELS have been on the market 


for seventeen years. |930, the eighteenth year, 
promises to be the biggest in Red Edge history. 
Larger sales, wider distribution—bigger and better in 
every way. 


What is the reason? 


Well, the consistent and sound policies behind Red 
Edge have been one reason. 


There has never been a change in Red Edge quality 
—except in the way of improvement. 


There has been no change in Red Edge price—except 
when wider distribution and improved manufacturing 
methods have made it possible to pass along some 
economies. 


WYOMING 


RED EDGE 


SHOVELS 


We Spent 50 Years Learning 
to Make One Grade of Shovel 





THE WYOMING SHOVEL WORKS, Wyoming, Pa. 













No. 161 


Plain Back 


Round 
Point 


No. 351 
Household 
Furnace 
Scoop 


Of course, we make a 
complete shovel line. 
Only a few are shown 





No. 151 
General Purpose 
Shovel 


But there is another reason for Red Edge’s growth. 


Red Edge has always been sufficiently “modern” 
to meet changing conditions. 


When the price of labor went skyrocketing some 
years ago, there was Red Edge’s labor-saving 
feature to insure a just return for the increased 
amount of money spent for shoveling. Railroad 
and mine executives, contractors, shovel users 
large and small, found in Red Edge the shovel 
that kept labor costs down. 


Now that retailing conditions in the hardware 
field have changed—here is-Red Edge all ready 
to help the independent merchant meet the new 
and severe competition—and still keep his shovel 
business on a profitable basis. 


The independent dealer can’t profitably match 
the giants in “bargain prices,” private brands, 
volume purchasing eg the like. But he can 
match them on nationally advertised, high quality 
lines. He can more than match them when it 
comes to personality and high-class merchan- 
dising methods. 


Red Edge Shovels have a big following. Red 
Edge doesn’t cost any more or sell for any more 
than any other shovel that makes even a pretense 
of quality. And Red Edge Shovels can always 
be shipped to you promptly as you need them by 
progressive jobbers located at important points. 


Now is the time for all good retailers to specialize 
on Red Edge and other quality products—and 
push like—(Use the word that suits you best). 


WYOMING 


RED 


We spent 50 years learning 
to make one grade of shovel 





Made by THE WYOMING SHOVEL WORKS, Wyoming, Pa. 
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| What Cost Pai ‘ 
we vate 


ist.Grade Paint 
¥S. 2nd.Grade 


3005, taints oe niin from 
& ical cities give figures tel 
or these averages and comparisons: 


1st.Grade Paint t 2nd.GradePaint | 


set 391 #270 gs srt 
= Ay | ie ox porcaine | 


Spbraiee 12% | 16% Bsueas te | 






— Gallons (s00+30) 


#344887 oe 1g 


“Cheap-Paint = M66 | 466: | 


99 oral'195.48 {191.6 Gln 
Humbug =. 





XPOSE HIM! Show your com- 
munity the truth that cheap 
paint saves less than $4.00 on orig- 
inal cost and costs $283.55 more 
than quality paint in five years! 











Study this Cost Chart yourself. 
Then let our retail sales plans 
make you the big quality paint 
dealer in your community. 











Write for the Special Sun-Proof SUPPL 
Dealer Proposition — also booklet | iedard Ved ad } 
“Swat the Cheap-Paint Humbug.” <4 


PITTSBURGH DLATE c 


Paint, Varnish and Lacquer Factories, Milwaukee, Wis. Newark, N. J., 














LASS CO. 


Portland, Ore., Los Angeles, Cal. 






PIT TSBURGH 
sf P roducts 
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) DIXONS {5 
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432 


NEW DEALERS 


in off-season 
. 


In the last six months of 1929, four hundred and thirty-two 
dealers “joined up” as enthusiastic boosters of 


DIXON’S 
MAINTENANCE FLOOR PAINTS 


The majority had two or three lines of floor paints in stock. Several had as many as five brands 
on their premises—on the shelves, under the counters, in the cellar. 

Today’s business machine demands, under inexorable penalties, that we reduce overhead—cut costs 
—simplify stock—that we lend ear to the admonition—“One floor paint for every purpose, instead 
of one for each surface.” 

Dixon’s Maintenance Floor Paints are “all-purpose” and may be used on wood, cement, concrete, 
linoleum and composition floors. They may be used inside or out—the vehicle is a tough spar 
varnish. Made in eight conservative floor colors and, drying in six to eight hours, they meet the 
present day requirements. 

Write for Color Card No. 40-BF and price list. 


Paint Sales Division 


JOSEPH DIXON CRUCIBLE COMPANY 
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JERSEY CITY Established 1827 NEW JERSEY 
PAINT PAINT PAINT 4 PAINT PAINT PAINT 















13,000 Successful Dealers 


have shown through increased 
profits in brush sales the value of 
the Dealer Brush Display. It is 
a tried and proved practical 
means of brush merchandising 


that asks but a trial to convince 


























that it will increase your profits. 
Ask the nearest warehouse 


of the Pittsburgh Plate Glass 


Company to give you complete 





details, or write to the factory, 
Carroll Station P. O., Baltimore, 
Maryland. 
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HERE ARE THEY ARE 


5 FREE 


Additional _ sales- Get them and put 
men for your them to work for 
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store. you now. 
Newspaper mats for advertising any or all of our Doo-Klip Four-page folders in colors for distribution in your mail, across 
products in your local paper. the counter or in packages. 
Advertising to approximately 40,000,000 prospective consumers Easel-backed counter display cards in three colors. Holds an 
during the selling season in seven magazines reaching lovers of actual sample. These are packed in each carton containing 
good homes. 6 Doo-Klip Grass Shears or Pruners. 





EST OF ALL—a 14 color, 

3 panel window trim that 

displays samples, fits in with 

any implement, garden or 

lawn window and will bring 
your “lookers” in to buy. 


DEALERS and 
JOBBERS— 


These materials are free and 
’ are designed to help convert 
prospects into customers. 
Order on your letterhead or 
a postcard—but 


DO IT NOW! 


oD OO MUD EE 





Made by The Alliance Manufacturing Co. “\Gz%° 
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Afitins Profit 


Making Saws 
and Tools 


E illustrate some 
famous patterns of 
SILVER STEEL Crosscut 
Saws, Hand Saws, Circular 
Saws, Coping Saws, Hack 
Saws, Trowels and Files. 


They Are 
the Best Value 


for Your Money 























We are in position to 
supply you with “A Perfect 
Saw for Every Purpose,” 
including small Circular 
Rip and Cutoff Saws for 
electrically driven and 
bench machines. These 
saws will prove a new 
source of profit to the 
dealer. 























E. C. ATKINS & COMPANY 


Est. 1857—The SILVER STEEL Saw People 
Branches in all principal cities throughout the world 
Home Office and Factory, Indianapolis, Ind., U. S. A. 
Canadian Factory, Hamilton, Ont. 
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Me. Punch says, “These four P, 
5 Goodell-Pratt tools are 
f # with men who eppreciste fine tool craftsmanship.” 
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GOODELL-PRATT COMPANY, GREENFIELO NEES 





PRATT 






Mr. Punch says, ‘‘Here’s whAt 
Goodell-Pratt is doing this month 
to help you sell tools.” 





Several hundred thousand tool users will see the advertise- 
ment reproduced above in the March issue of Popular 
Science Monthly. The four tools featured are standard 
stock items with hardware dealers everywhere. We have asked people 
in your vicinity who are interested to come to your store and actual- 
ly handle these tools. Any user who appreciates tool craftsmanship 
will sell himself the minute he gets one of these tools in his hand. 
Make sure that your stock of these four numbers is complete. They 
are— 






No. 5% Hand Drill es Mr. Punch 
No. 5 Breast Drill “a re _ No. i: a eens Screw 





11500 GOOD TOOLS 
GOODELL-PRATT COMPANY 





NEW YORK GREENFIELD, MASS. CHICAGO 


O7 LAFAYETTE ST 58 NORTH CLINTON ST 











26 


_ HARDWARE AGE for MARCH 27, 1930 











that really help 


dealers sell 
Vv 


This new Murphy Da-Cote En- 
amel Panel Rack helps sell—and 
acts asa convenient color card. The 
public is well pleased with this 
easy to apply, quick drying, high 
gloss enamel. Home decorators 
appreciate the value of Da-Cote 
durability and waterproofness. 
Da-Cote is equally good on metal or 
wood — inside or outside the home. 


OUICK 


Murphy fever Enamel 


BB al-mulelel) sam miata 


4 Hour Dry ~ Easy to use 


12” high by 20” wide 


KON 











— 


18” high by 24” wide 


Here is a panel rack that will 
show your customers what to ex- 
pect when they use Murphy Quick 
Velvet Enamel. They will first be 
impressed with the variety of at- 
tractive colors—then with the rich 
lustre of the panels. Quick Velvet 
may be used without fear of brush- 
streaks on wood, metal or plaster. 


These permanent store displays that show in brilliant 
colors Murphy Da-Cote Enamel and Quick Velvet Enamel 
will be very welcome sales — to those who sell 


Murphy Enamels. 


We invite you to send to us for these displays, if you 


have not already received them. 


MURPHY VARNISH COMPANY 


Newark 


Chicago 


San Francisco 
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The Terinees flood destroyed ‘ 


millions of farm acres, 


ILLSIDES covered with 
forest fared less badly. The reason is ob- 
vious. The interlaced roots of hundreds of 
giant trees, like the tightly twisted strands 
in the wall of Bull Dog Cord Hose, so 
strengthened the ground that it resisted 
the deluge. : 

In ordinary kinkable hose which bends 
sharply and creases the tube, the water 
channel becomes affected with tiny fis- 


sures or surface breaks. Each one is a 








The little fis- 


sures become cracks, then breaks,—the 


source of future trouble. 


water seeps into the fabric wall and leaks 
begin. Once leaks have started, the end 
of usefulness for a hose is in sight. 

Bull Dog Cord does not kink! It is the 
new garden hose that is really flexible. 
Being kinkless, the wear comes evenly at 
every point. It is the brand to push as 


the leader in your line. | 
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eta THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE. MASSACHUSETTS. U.S.A. 








HOSE "AS 


FLEXIBLE AS ROPE! | 
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3OLTS 
Perfectly THREADED >> 

Uniformly HEADED °> 





IN AUTOMATIC PRE. 
CISION MACHINES OF 
UNERRING ACCURACY 


The renowned quality of Oliver Bolts has been 
attained and maintained by the perfect develop- 
ment of marvelous production machines which 
have eliminated the element of human error 
attendant to old hand methods. * 


Hour after hour and day after day, these ingen- 
ious mechanical robots automatically shape with 
an unerring accuracy that is almost super-human. 
Not one in a million of a given size varies. 


This same precision is characteristic of all 
Oliver Hot and Cold Forgings, Upset Rods, etc. 
Specify Oliver in your requisitions. 

OLIVER IRON AND STEEL 
CORPORATION" 
PITTSBURGH 
Branch Offices in the Principal Cities 
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-- latches it 
--locks it 


The unique construction of the 
Stanley No. 1053 and 10532 Door 
Bolts make it possible to draw a 
large door into place tightly and 
hold it fast. 


Turning the: handle to the right 
forces the door into place. The 
handle is then dropped to the 
side, locking the bolt. Strikes are 
furnished to take care of doors 
opening either out or in. 


The action of the No. 10534 
Bolt is the same as the No. 1053 
except that the bottom rod drops 
into a strike set into the floor. 


Furnished in standard size for 8’ 
doors with 3” adjustments in 
either direction. Rods for any size 
door can be supplied. 


Hundreds of dealers are featuring 
this bolt in their Builders’ Hard- 
ware department with excep- 
tionally good results. Try it your- 
self — it’s a fine business getter. 


THE STANLEY WORKS 


New Britain, Conn. 


GW) 


Draws a stubborn door into place 








No. 1053 


STANLEY HARDWARE 

















Seta 


REE ee a 


Bah ag IN 


moperep ny 








et TTT IE | 


SIE SOR LOR Rea 






















































“All Is Not Gold 
That Glitters” 


LL Tubular and Clinch rivets may 
look alike in so far as they are all 
made of metal and bear a certain re- 
semblance in form and finish. There 
is, however, a marked difference in the 
metal itself, to say nothing of the work- 
manship and finish. We have manu- 
factured Tubular and Clinch rivets for 
over fifty years. We know that rivets 
of equal grade cannot consistently be 
sold for less than the prices at which 
our line is offered. 


Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


——— by the keenest 
buying brains in the country 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


‘The largest 
factory inthe 
world devoted 
to the manu~ 
facture of 
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Meet Anybody’s Prices 


and Mlake Long Profits 
with This Line 
of 
GARDEN 
TROWELS 














}10 


PER DOZ. 







PER DOZ. 










STRONGLY 
SHAPED 
SHANKS 
No. 3 jf 
A heavy service garden trowel, guard against 
No. 2 average 16 gauge metal—sharp- bending. 





ened point, shellaced hardwood 
handle—a good 25 cent value. 


$1.50 a dozen 


Green enameled metal, 

average 17 gauge, with 

shellaced hardwood 

handles—a good 15 cent 
seller. 


$1.10 a dozen 


LOOK at these PRICES .. THINK of the PROFITS 


A big volume of automotive stamping business left us at the end of 1929 with an 
unusually large amount of salvage metal on hand. Idle punch presses were put 


No. 1 to work turning this sheet metal into garden trowels. In making the dies particu- 
Plain metal, average lar care was taken to make the shanks long and strong to guard against bending. 
gauge ckness, 
pain Foe er reaper When you see these trowels, you will place their retail value even higher than we 
andles—a good e ° 
10 cent special. have. Order direct from your jobber. Make a real profit for yourself. If you 
66c a dozen want to see them before ordering, samples will be sent on memo billing to rated 


dealers who request them. 


ORD E R F ROM Through a mix-up in printing plates this ad- 


vertisement appeared with incorrect prices in 


YOUR JOBBER agtevions teens of ils patilionton. 
THE AKRON-SELLE COMPANY 


Established 1873 AKRON, OHIO Metal Stamping of all Kinds 
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“The Hardware Dealers’ Magazine 
Published Every Thursday 


” 


Established 1855 MARCH 27, 1930 


Vol. 125, No. 13 





A U.B.P. PUBLICATION 


EDITORIAL CONTENTS OF THIS ISSUE 


Trade Winds, by Llew S. Soule 35 
How Colors Are Scientifically Matched, by D. V. Gregory. 36 


This Neighborhood Store Asserts That Paint Is Best Money 
Maker ........ .. 3 


Furnish an Incentive for Painting. 39 


What the Hardware Dealer Should Know About Interior 
Decoration, by Bertha Ann Houck 


Crusaders and Communists, by Saunders Norvell... 


‘Use Space in April to Remind Customers of nae Needs, by 





Guy Hubbart 


Making the Salesman Sell More, by J. J. Berliner 


News of the Week ._.. 


Washington News Letter, by L. W. Moffett... 


Electrical Goods Section... . 


Hot Off the Nail Keg 


Member of the Audit Bureau of Circulations 


BDITORIAL 


On1caco: Guorcs F. Massey, 1507 Otis Bldg. 
PitrssurGH: T. H. GeRKEN, 811 Park Bldg. 
CLEVELAND: F, L. PRENTISS, 1362 Hanna Bldg. 
— Rosert G. MoIntosH, 409 Traction 
Boston: GERARD F'RAZAR. 
MINNEAPOLIS: F. 8S. SmirH, 4216 Bryant Ave. 8. 
— L. W. Morrerr, 536 Investment 
g. 


Issued every Thursday Lod Iron Age peties Co. 
of the Board; Fritz 


J. Frank, President; 





GEORGE H. GRIFFITHS, 
GENERAL MANAGER 


LLEW S. SOULE, EbDIToR 
CHARLES J. HEALE, Managing Editor 


J. A. WARREN, J. M. WITTEN, 
Associate Editors 


SAUNDERS NORVELL, Contributing Editor 
GEORGE F. MAssgEyY, Field Editor 
JOSEPH BERTRAM JOWITT, Show Card Editor 


SUBSCRIPTION PricE—United States, its posses- 
sions, Canada, Mezico, Central America, South 
America, Spain, and its colonies. One year, 
$8.00; Foreign countries not taking domestic 
rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, 
Post Office Money Order, Express Money Order 
4 Bank Draft, payable to Harpware AGB, New 
ork, 
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ADVERTISNG 
New York: P. J. CosGrave, 239 W. 39th St. 
Boston: — NcEY F, ENGLISH, Room 230, 80 
Federal St. 
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C. A. Musselman, Vice- President; Frederic C. Stevens, Treasurer; 


Arnold L. Davis, Secretary. 
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Proprietor - Management 












| is one, big underlying appeal to 
the customer in the proprietor-managed store. It is 
PERSONALITY! Make the most of this business-getting 
asset in your store management, in your window-displays, 
in your advertising and, above all, in the merchandise you 
handle... The most profitable prospects for any hard- 
ware store are those customers who have reached a finan- 
cial position where they desire individuality in store, in 
merchandise and in service . . . McKinney products 
match this requirement exactly — they are recognized 
nationally as leaders in quality, individual in design, and 
individual to your type of store. For it is the definite 
McKinney policy that McKinney products be sold only 


to the hardware trade. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


STRAP, T AND BuTT-HINGES; NON-MoRrTISE BUTT- 
HINGES; MCKINNEY FORGED IRON HARDWARE; 
MCKINNEY LOCKS; GARAGE HARDWARE AND PADLOCKS 


& 






































Each Item of Stock An Employee 


| UCH of the profit problem in retail mer- 

i chandising centers around the merchant’s 

attitude toward merchandise. In far too 
many cases he regards his stock as merely a collec- 
tion of lines and items, to be bought at his dis- 
cretion and held subject to the whims of the con- 
sumer. Any merchant who so considers the goods 
in which he deals is courting trouble. 

To the really efficient merchant, each article of 
merchandise in his stock is an employee, engaged 
for certain specific purposes. He expects it to 
sell, to give satisfaction and to pay a profit, either 
directly or indirectly. In addition to the cost, each 
article draws a salary in the form of “overhead,” 
and the only way that salary can become a profitable 
investment is through action. It must “move” within 
a reasonable time, or it will represent loss instead 
of profit. Idle stock is often more expensive than 
idle employees. 

Most merchants realize the necessity of organiza- 
tion, as regards employees. This entails hiring 
men for special purposes, assigning definite duties ; 
avoiding duplication of effort and paying on the 
basis of the type of service rendered. And yet— 
in the great majority of independent stores no at- 
tempt is made to organize the merchandise which 
those employees are supposed to sell. Much of it 
has been bought with no specific object in view: 
much of it duplicates other stock; some of it, at 
least, is not even applicable to the territory for 
which it is stocked. 


|: you think this does not apply to your store, 
make the following test: Take a large sheet of paper 
and list at random 100 articles carried in your stock. 
Opposite each item set down some definite reason 
it should be carried. Then estimate the number of 
your customers to whom each item should appeal, 
and the amounts of each that should be carried. 
Next check that list against your actual stock and 
your record of sales for some definite period. 
Finally, scan the list of duplication. An anlysis of 
the completed test may give you considerable food 
for thought and action. 

The average retail hardware merchant would find 
it difficult to justify the stocking of everi 70 per 





cent of the items in his store. He would find it more 
difficult to justify even 60 per cent of the sizes. 
types and patterns. He would find it still more 
difficult to justify the quantities on hand in a mere 
40 per cent of the items carried. Meanwhile he 
would be hard pressed to justify 20 per cent of his 
stock duplications. 


HE same merchant would have little difficulty 
in justifying the presence of every employee in his 
store. Why? Because each man is hired to fill 
some definite need, and only enough men are hired 
to run the store efficiently. Because some customers 
prefer blondes and others brunettes, he doesn’t hire 
one of each for every line of goods he carries. He 
realizes that an efficient employee of good person- 
ality can adequately serve the great majority of 
customers, regardless of the color of his hair. 

Why shouldn’t he apply the same logic to his 
merchandise? Work signifies action—movement ; 
why “hire” merchandise that for any reason does 
not work, or that duplicates the work of other mer- 
chandise? Why “hire”? more merchandise of any 
particular kind than the sales job requires? Why 
allow hundreds of items to loaf on the job while 
there are shortages of other items which are work- 
ing overtime? In a great many retail hardware 
stores a comparatively small number of lines and 
items are forced to pay salaries and expenses for al! 
other merchandise in the stocks. 

It costs money to carry merchandise in stock. If 
that merchandise does not move it becomes a tax on 
the business ; a tax which must be reflected in higher 
prices for the goods which do sell, or in dwindling 
profits. Under present conditions no independent 
hardware merchant can afford to pay such a tax. 
At the same time it is well to remember that it also 
costs money to be “out” of salable merchandise, 
and that underbuying is fully as expensive as over- 
buying, since it entails lost customers as well as lost 
sales. 

The sensible method is to buy each article for 
stock on the same basis that you hire an employee ; 
plan its sale as you plan his work; then make it 
produce or weed it off the payroll. 
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This is the color analyzer or spectrophotometer. The accompanying article describes this instrument and how 
it is used in the laboratory to measure color accurately. 


HOW COLORS are 


SCIENTIFICALLY 


“S HIS is the day of color. Everywhere we see it. 
Our homes have become bright and cheerful, with 
stucco and brick on the outside and color schemes 

carried out to the smallest detail on the inside, so that 
rugs, walls, draperies and furniture all harmonize. And 
red, green and blue automobiles have followed the black, 
funereal models of years past, just as the rainbow comes 
after black clouds. 

This color vogue has greatly increased the demand for 
bright, pure and permanent pigments, and above all, has 
made essential the use of equipment for evaluating and 
preparing permanent records of color. In the finished 
products there may be a reaction between the pigment 
and other ingredients, or the vehicle or pigment may 
change on aging or exposure to light and other weather 
conditions. All this makes it necessary to put on record 
its original color value. 


| N designing a device for this purpose, the rainbow 
was kept in mind. It is well known that sunlight, when 
directed through a sheet of falling raindrops, is dis- 
persed into its component colored rays, resulting in a 
rainbow of red, orange, yellow, green, blue-green, blue 
and violet. A similar effect is obtained in the laboratory 
when light is dispersed through a glass prism instead of 
raindrops. 

The device for measuring color accurately is called a 


MATCHED 


"By D. V. GREGORY 


In the Dupont Magazine 


color analyzer, or, to use the scientific term, a spectro- 
photometer. It is made up essentially of two parts—an 
accurate spectroscope for breaking up the light and a 
photometer for measuring its intensity. The best instru- 
ment now on the market is made by Keuffel and Esser 
and includes a means for diffusely illuminating the sam- 
ple. This consists of a ball about 12 in. in diameter, 
painted white on the inside and containing two 400-watt 
Mazda bulbs, which are shaded from the opening where 
the sample is inserted, so that all light reaches it by 
reflection from inside the ball and comes from every 
possible angle, because of the spherical surface. This 
part of the equipment is shown at the left side of the 
iliustration above. 

In making a comparison the sample is placed so as to 
cover one of the small openings in this ball on the side 
away from the spectroscope and photometer, Just below 
the sample is a block of magnesium carbonate covering 
the other opening. This block serves as the standard, for 
magnesium oxide is very white and reflects a high per- 
centage of the light thrown against it. The color of the 
block and sample is observed by passing the reflected light 
through an aperture in the ball opposite the two small 
openings mentioned, then through a direct-reading ro- 
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tating disc photometer and finally through a constant 
deviation spectroscope. In the last case the sample and 
the standard are observed as two halves of a circle. By 
adjusting the photometer, one can match these two halves, 
after which a reading can be taken from the scale. 

The data obtained with this instrument are plotted on 
special graph paper. Across the lower edge are figures 
representing the wave lengths of light in millimicrons 
ranging from 420 to 700. Along the side of the graph is 
a scale divided into one hundred parts representing the 
percentage of light reflected. By adjusting the spectro- 
scope, it is possible to observe the sample at all the dif- 
ferent wave lengths and to measure the light reflected 
from the sample in comparison with that of the standard. 


Turse wave lengths show the material in the same 
order as they are observed in the rainbow : 

400 to 446—Violet 

446 to 500—Blue. 

500 to 515—Blue-Green. 

515 to 578—Green. 

578 to 592—Yellow. 

592 to 620—Orange. 

620 to 700—Red. 


A CURVE showing high readings between 600 and 
700 and low readings elsewhere would represent red, and 
a curve with high readings between 450 and 500 would 
represent blue. 

White is shown by a straight line close to the top of 
the chart; black, by a straight line near its lower edge. 
In the accompanying graphs will be seen both pigment 
and paint samples in different shades. 


From observation of these different materials, it 
would appear that matching a given color would be com- 
paratively simple. This, however, is not the case, because 
none of the pigments illustrated—in fact, practically 
none of the pigments available—are really pure colors, 
While they may show high readings in some particular 
part of the spectrum and therefore appear red, blue or 
green, as the case may be, yet there is so much light 
reflected from other parts of the spectrum as to indicate 
that the pigments are not at all pure. Take, for ex- 
ample, the Madder Lake curve—with one of the sharpest 
breaks illustrated. This shows a reflection in the red of 
around 64 per cent and a very quick drop as the curve 
goes out of the red. It also shows from five to six per 
cent of blue, green and yellow, which means that wher- 
ever this pigment is used, these colors will affect the 
finished product. In other shades this point is of still 
more importance. 








Tue reflection curve of a product, as illustrated, does 
not tell the whole story. Practically every pigment, no 
matter how opaque it may appear, does transmit some 
light. And every pigment also absorbs some light, so 
that to know the whole story of its color, one must know 
not only its reflection curve but also its transmission and 
absorption curves. These factors, of course, greatly 
complicate the problem of making predictions. 

At present the value of an instrument of this kind, 


is not primarily in predicting the result of mixing two 
pigments, although some work is being done along that 
line. Its greatest field of service is in examining both 
taw material and finished product standards in order to 
determine whether or not they change color after ageing. 

The instrument is also of value in determining wherein 
a near color match differs from the standard. Although 
the human eye can detect very slight differences in color, 
it cannot determine just what is lacking when two prod- 
ucts differ only a little more than one wave length, as, 
for example, in the red, green and blue. 
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Color curves of representative pigments used in paint 
gives for each of these wave lengths. 
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Color curves for representative finished products. Horizontally 
are given the wave lengths ranging from 420 in the blue to 700 
in the red in the same order of colors as shown in the rainbow. 
Vertically is shown the per cent reflection which each product 


2 


' 














HARDWARE AGE for MARCH 27, 1930 





This Neighborhood Store 
Finds Paint Is Best 
Money Maker 


of spending a trifle more for a 


N the Clintonville section of 
Columbus, Ohio, the Clinton 
Hardware Company, located at 
3303 N. High St., declares that its 
paint department is by far the most 
profitable department in the store. 
The paint stock is turned on an 
average of six times annually, and 
the aggregate sum involved in the 
yearly paint total attains a substan- 
tial figure. The paint department 
is located in a prominent part of 
the store on the left side of the 
main entrance. It is impressive be- 
cause of its extensiveness and or- 
derly arrangement as illustrated in 
the accompany photograph. 
Quality paint is featured by the 
store, and it is the contention of 
the proprietor that a high grade 
paint will always make friends of 
customers, while paint of competi- 
tive quality is apt to create ani- 
mosity for the store. Little diffi- 
culty is usually encountered in con- 
vincing the customer of the wisdom 


quality paint. It is the custom to 
explain to the prospect that quality 
paint is in reality the cheapest in 
the long run. This sales argument 
is bolstered with the expression on 
the part of the salesman that 
“There’s only one reason why one 
article costs more money than an- 
other of like nature, and that is 
because the higher priced article is 
actually worth more.” 


Demonstrations held an- 
nually with the cooperation of the 
paint manufacturer are declared a 
very efficient method of increasing 
sales in the department. On such oc- 
casions a factory representative is in 
attendance to explain and demon- 
strate the products. As an addi- 
tional incentive, coupons which have 
reached prospects through adver- 
tisements in the community news- 
paper and in direct mail literature 


are redeemed by the store at a 
premium. The customer, for 20c. 
and a coupon, receives a 30c. can 
of paint and a 15c. brush during 
the demonstration as a special in- 
ducement. Ass is apparent, this plan 
starts many people painting who 
would not become interested other- 
wise. The money saved is one fac- 
tor, and getting them started on a 
decorating job is another. Once 
started, most patrons discover other 
articles around the home which 
could be transformed from un- 
sightly objects to colorful, attrac- 
tive articles with the aid of paint. 
As a consequence, a chain of paint 
sales usually results to the same cus- 
tomer. The user often recommends 
the same painting procedure to 
friends and neighbors which fur- 
ther stimulates sales. Window dis- 
plays, newspaper advertising, man- 
ufacturers’ literature and enclosures 
with monthly statements are the 
mediums employed to exploit paints 
for the firm. 

Paint brushes are effectively dis- 
played by the store on paneled 
doors made for the purpose by 
store employees. The doors re- 
ferred to are shown in the fore- 
ground of the paint department 
photograph. Ordinary wall board 
was the material used for the doors, 
while an attractive molding around 
the edges lends an attractive finish. 
The wall board was painted in a 
light tint which provides a good 
background of contrast for the 
brush samples. Each sample is held 
in place on the panels by spring 
clips, making them easily removable 
for handling in inspection. The sam- 
ple is always sold and then replaced 
with a brush from the reserve stock. 
Samples are always fresh and un- 
soiled due to this method. The 
price of every brush is also plainly 
evident as it is marked next to the 
brush on the face of the panel. The 
doors are hinged to an integral sec- 
tion in the paint shelving proper, 
where they are conspicuous to paint 
customers as well as being very con- 
venient for all concerned. Reserve 
stocks, of course, are carried in the 
rear of the doors. 
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A display of unpainted furniture 
such as this will quicken the de- 
sire to paint. 


Furnish an Incentive 


For PAINTING 


ELATED lines which substantially augment the 
sales volume in hardware store paint departments 
and at the same time really fit in with the average 

hardware stock are worthy of special consideration. Any 
similar opportunity to develop an additional source of 
profit should be welcomed by progressive merchants who 
are earnestly seeking new lines to merchandise. In un- 
painted furniture an unusual opportunity is presented, 
as it has some advantages seldom found in most lines 
which might be considered as new. 

The combination of unfinished furniture, together 
with the supplies required for decorating it provide a 
powerful incentive for its purchase by the consumer. It 
permits customers to choose odd pieces of furniture to 
fill a particular need and to decorate it to match the fur- 
nishings which they already possess. It provides an 
outlet for the surplus energy and longer idle periods 
which have resulted from shorter working hours. The 
satisfaction of doing a decorative task with their own 
hands and the pleasure derived from it are other incen- 
tives which often lead to a sale. 


I: it were necessary for the patron to purchase the 
unpainted furniture at one store, the paint at another 
and the brushes at still another, there would be little 
to influence the sale. Few observers of displays featur- 
ing the articles separately would connect one with the 
other for a group purchase. Far fewer would go to 
the necessary trouble to do the shopping entailed if the 
projects called for purchases at several different stores. 
These are the almost exclusive advantages enjoyed by 
the hardware merchant. With the addition of unpainted 
furniture to his paint department, he can fill every 
related need with completeness and dispatch. 

One of the best methods for increasing sales is through 
showing the same piece of furniture, first in its unfin- 


ished form, then as it is transformed after being deco- 
rated. Small household tables, magazine racks and work 
boxes are excellent examples of articles which can be 
advantageously used for this purpose. Several different 
color combinations or finishes should be used as the 
same finish that will appeal strongly to one customer will 
often be just as earnestly abhored by another patron. 


Ix the Feb. 27 issue of Harpware Ace, Theodore P. 
Flato, an aggressive hardware and paint merchant of 
Allston, Mass., explained that his firm has found a 
powerful sales expedient in thirty-six sets of doll furni- 
ture painted in as may different colors. Each set of 
doll furniture in this’ particular instance consists of a 
very small table and four chairs to match. This feature 
enables the prospect to visualize the effect of the color 
combinations in a very realistic fashion. As the furni- 
ture is of miniature size it requires but a minimum of 
display space and is suitable for either window or inte- 
rior display use. 

With spring days rapidly approaching, it should be 
remembered that most people will soon be in a painting 
mood and that new porch, sun room and lawn furniture 
will be. in active demand or the old furniture will need 
refinishing. Brighter colors will bedeck many interiors 
and furnishings will need be decorated in harmonizing 
colors. Furnish an incentive for painting by showing 
the housewife or home owner how easy and effectively 
they can decorate their own possessions. The painting 
fad grows quickly once a patron has had the experience 
of decorating the first article which leads 
to additional sales. This furnishes an- 
other reason why the merchant should 
employ every medium at his command to 
get the prospect to undertake the first 
decorating task. 














What the 


HARDWARE 
DEALER 
SHOULD KNOW 
About 
INTERIOR 
DECORATION 


By BERTHA 
ANNE 
HOUCK 


N a recent article in HARDWARE 
Ace, I said that the hardware 
dealer who wants the patronage 
of the woman who intends to have 
a room or its furniture redeco- 








rated, but does not know what color 
or finish she needs, must know 
something about interior decora- 
tion so that he can advise her suc- 
cessfully. Since women like this 
one comprise over half of his paint 
customers, it may readily be seen 
how important their trade is. If her 
dealer cannot help her, she goes 
somewhere else for help, and he 
may lose the paint sale. Or, if she 
unwillingly depends upon her own 
judgment when she finds that help 
is not forthcoming, she will be dis- 
satisfied with the results, and decide 
that she will not try it again, and 
again a customer is lost. 

While color cards, books on color 
harmony in room decoration, and 
technical information on finishes is 
valuable ammunition, the average 
dealer will feel more at home with 
them if he has some background. 
The first thing to learn is something 
about color from the standpoint of 
classification. The spectrum is the 
series of colors in the rainbow, and 
color classification is based on it. 
Warm colors make up half the 
spectrum, and are the ones which 
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suggest sunlight or fire. Cold colors 
form the other half of the spectrum, 
and suggest water or foliage. Com- 
plementary colors are those which 
are opposite each other on the color 
spectrum, as red is opposite green ; 
analogous colors are closely related 
ones, such as blue, blue-green, and 
ereen. Hue indicates the name or 
placing of the color in the spectrum ; 
that is, whether it is red, yellow or 
blue; “value” indicates whether a 
color is light gr dark; “chroma,” 
the brightness or dullness of colors; 
“tints” are light stages of colors, 
and are made by mixing white with 
a particular color ; “shades” are pro- 
duced by mixing black with a par- 
ticular color or tint, and are the 
dark stages of colors. 

With an understanding of the 
meaning of these terms, the dealer 
can go ahead and work out color 
schemes. He should have a number 
in stock for the woman to choose 
from when she is doing a room over 
completely. THe can develop these 
himself or collect them from a num- 
ber of sources—women’s maga- 
zines, trade publications, paint com- 
panies, and the attractive houses he 
has seen. More often, though, a 
customer is refinishing one or two 
items of her background, and wants 
them to harmonize with the re- 
mainder and with her furnish- 
ings. The problem here is an 
individual one, and the dealer 
must acquire some information 
on decoration and cultivate his 
esthetic sense to a certain point 
in order to meet it. 

In the first place, the 
room to be decorated must 
be considered _ from the 
standpoint of its use, light- 
ing, architectural make-up 
and relation to adjoining 
rooms. There are certain 
color schemes that would 
be more appropriate in a 
bathroom than in a dining 
room, but that is just a 





A color scheme which the hard- 
ware dealer might suggest for 
this living room is shell pink 
walls, with a darker shade for 
the woodwork and a lighter for 
the ceiling, rose draperies and 
upholstery, painted mulberry 
floor, hydrangea blue acces- 
sories and white furniture.— 
Courtesy anita" ennammeas Window 
0. 
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matter of good common sense. 
It is well to remember, however, 
that the sombre, dingy colors 
which were used in the dining 
room and kitchen of a decade 
ago have given place to cheerful 
ones, as more gracious and gay 
ones frequently take the 
place of formal colors 
for the living room. 

Dark depressing rooms 
can be greatly improved 
by using light colors for 
a color scheme. Yellow 
reflects the light and 
makes artificial sunshine 
in rooms that would 
benefit by another win- 
dow or two, had_ that 
been possible. If the 
natural light of the room 
is strong, deeper cooler 
colors may be used suc- 
cessfully. Where a warm 
sun demands a_ cool 
room, and eyes demand 
light, a pale gray or pale 
blue tint will fill the bill. 

However, in the use of warm and 
cool colors, the question of archi- 
tectural make-up enters, to modify 
the choice of a light-giving color 
scheme to the extent of making it 
depend upon the size of the room. 
Warm colors make a room look 
smaller than cool colors. Therefore 
they should never be used exclu- 
sively as a color scheme in a small 
room, even though that room is 
dark and cold. Tirits make a room 
appear larger than shades. Not only 
do colors modify the size of the room 
as a whole, but they can be made to 
correct other architectural defects 
which the customer expects the 
paint dealer to take into considera- 
tion in planning a color scheme. 

If the ceiling of a room is too 
high, as is frequently the case in 
an old-fashioned house, painting it 
only slightly lighter than the walls 
will make it lower in effect. Again 
the apparent height may be reduced 
by dropping the ceiling color to a 
molding line several feet below the 
top of the wall. A shaded tiffany 
blend on the walls, getting lighter 
as it approaches the ceiling, has the 
same effect. Painting the ceiling a 
very much lighter tint than the 
walls, gives it height. <A ceiling 
should never, however, be painted 
white, as that makes a disturbing 
break between the ceiling and the 
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At the hardware dealer’s suggestion, this dark, depressing room was made light 
and cheerful by painting the walls and woodwork in a deep cream and the ceiling 
a lighter tint of cream, as light, warm colors make artificial sunshine. 


walls. A slight tint of the wall color 
on the ceiling is the most satisfac- 
tory color for this part of the back- 
ground. 

Woodwork color should be chosen 
with an eye to the size of the room 
and the beauty of the trim. Strong 
contrasts between woodwork and 
walls makes a room appear smaller 
and should be employed only when 
the trim is so well designed as to 
merit special emphasis. Inversely, 
heavy unattractive woodwork can 
be disguised by painting it the same 
color, or nearly the same color, as 
the walls. 

Having taken into consideration 
the use of a customer's room, its 
lighting and architectural make-up, 
the hardware dealer is prepared to 
develop a color scheme. The first 
step is to select a dominant color 
Let us suppose that a customer 
wishes to redecorate her living 
room. She is, herself, a feminine 
appealing person, and the dealer 
judges that her taste will not be 
too severe. She confides that her 
room is slightly under-size and 1s 
rather cold and cheerless without a 
great deal of light. What shall she 
paint it to make it more attractive 
and inviting? A light warm color 
should be the wall choice, so we will 
start with shell pink and paint the 
woodwork a slightly deeper shade 


Courtesy International Commercial Photo Co. 
than the walls, and the ceiling 
slightly lighter. 

The light shade needs to be bal- 
anced with a deeper one, so we 
choose rose for the draperies. That 
color needs repeating to give a feel- 
ing of distributed mass, so let us 
upholster the furniture in the same 
rose. So far the whole scheme 1s 
too light and too warm for a small 
room, even if the room itself is cold 


and dark. It needs a deep, contrast- 


ing color to give it the character 


whieh one expects to find in a living 
room. Then let us paint the floor 
mulberry. Mulberry contains red 
and blue, some of the same color 
as the walls and draperies, and a 
contrasting color. Therefore, it will 
form a transition between the pinks 
in the room and the blue of the 
hvdrangia, which we shall suggest 
to the dealer’s customer for her 
accessories. In addition, it has 
depth and formality. 

The furniture in this room would 
be charming if painted white, as the 
discreet restrained use of white 1s 
subtle and sophisticated. 

That is the way a color scheme 
is evolved, and it is within the 
province of every dealer who sells 
paint to develop the knack of 
putting one together to meet the 
particular needs of his paint cus 
tomers. 











Crusaders and Communists 


by SAUNDERS NORVELL 


EVERAL times in these articles during the past few 
months we have recommended the purchase of 
good bonds. No doubt those of our readers who 

find it necessary to invest surplus funds have noticed 
the substantial advance in bonds. As money is now very 
cheap and there is a probability that these low interest 
rates will continue for some time to come, we expect 
a strong bond market. 
* 


* * 


Just because the mail order houses and chain stores 
list certain brands of merchandise, jobbers and. retailers 
should not jump to the conclusion that these manu fac- 
turers are selling this class of distributors direct. These 
concerns don’t hesitate to buy well-known nationally 
advertised brands from second hands, and then publish 
them in their catalogs. Therefore jobbers and retailers 
who are under the impression that the manufacturer is 
selling these people direct, before deciding the matter 
in their own minds, should write and ask the manufac- 
turer. We have heard complaints from manufacturers 
that they don’t sell mail order houses. Nevertheless 
their goods are shown in the catalogs of the mail order 
houses. In some cases these goods are shown at cut 
prices. Then the manufacturers tell us because the 
goods are unprofitable, some of the retail trade refuse 
to stock them. This is pretty hard on the manufacturers. 

It seems to us that when a fight of this kind is under 
way, when the manufacturer has thrown in his lot with 
the jobbing and retail trade, the least the retailers can 
do is to carry a stock of his goods and supply the demand. 
If they don’t do this, the manufacturer, loyal to the in- 
dependent retail trade, is simply left out in the cold. 
The retailer may say: “Why does the manufacturer 
allow the mail order houses to list his goods at cut 
prices?” This is a very difficult problem to solve. The 
law holds that when any man buys goods and pays for 
them, the goods belong to him and he has the right to 
do with them as he pleases. This is just about as far 
as the law has gone up to this time. Our lawmakers, 
however, are becoming more enlightened on this sub- 
ject. The chances are that where goods are bought 
through second parties and then sold at prices that are 
unprofitable, simply with the object of damaging the 
manufacturer or forcing him to sell goods to dealers he 
does not wish to sell, and such cases are taken to the 
Supreme Court, there will be new decisions that will 
modify the present interpretation of the Sherman law 
and the Clayton act. We understand that a case of this 
kind is now being worked out, and if the Federal Trade 
Commission decide that they can’t give any relief to the 


manufacturer who has been injured in this manner, then 
the case will be taken to the Supreme Court of the 
United States. 

The Kelly-Capper bill has been reported favorably 
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out of the committee in Congress and is now on the 
calendar. Many of our Congressmen and Senators un- 
derstand the resale problem very much better than they 
formerly did, and the opinion is expressed that this bill 
stands a very good chance of passing. Of course, there 
will be strong opposition from the price cutters. 


* * 2K 


Mr. Horace Disston has sent me a most interesting 
and beautifully illustrated book “Ancient Carpenters’ 
Tools, Together With the Implements of the Lumber- 
man, Joiner and Cabinet Maker in Use in the Eighteenth 
Century.” This book is by Henry C. Mercer, D.Sc., 
and was published by the Bucks County Historical So- 
ciety of Doylestown, Pa. I don't know whether the 
book is for sale or only for private circulation. Prob- 
ably it can be purchased from the printers—The South- 
worth Press, Portland, Me. 

Any hardware man who is curious about the char- 
acter and kind of tools first used here in the United 
States will find this book a mine of information and a 
well of interest. 

* 


* x 


I have just finished reading an interesting book called 
“The Crusades: Iron Men and Saints,” by Harold Lamb, 
issued by the Book-of-the-Month Club, New York. The 
story is about the first crusade preached by Pope Urban, 
the Znd, in the last years of the eleventh century. This 
was the crusade in which Peter the Hermit took part. 
The author was a Guggenheim student, and he traveled 
over all of the country covered by the crusade between 
Europe and Jerusalem, via Constantinople and Antioch. 
The reader is given a very vivid picture of conditions in 
Europe at that time, which leads one to congratulate 
oneself upon having been born in the twentieth century. 

Alexis at that time was Emperor of Byzantine and 
his capital was Constantinople. The Turks for a gen- 
eration had been taking his outlying cities away from 
him. Imagine his surprise when the first horde of 
250,000 crusaders descended upon his capital. lexis, 
however, was not only a soldier but he was also a diplo- 
mat. He entertained the leaders of the crusaders and 
persuaded them to swear fealty to him. He also had 
them sign a contract to the effect that all the cities they 
captured which had formerly belonged to his empire 
would be returned to him. Then he ferried the crusaders 
over the Bosphorus into Asia Minor. When the cru- 
saders first appeared, he was greatly alarmed for the 
security of his capital, but as matters turned out, on 
account of his shrewdness they passed on, capturing 
cities for him from the Turks. When one crusader, 


after besieging and capturing Antioch, decided to occupy 
this city as his own, Alexis persuaded him that he was 
not true to the oath he had sworn to recover the Holy 
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Sepulchre, and the proper thing for him to do was not 
to delay at Antioch but to hurry on and capture 
Jerusalem. 

This story is clearly told and is chock-full of human 
nature. The crusaders were actuated by the highest 
ideals. They were full of religious zeal, but some of 
the things they did, to say the least, were not ethical but, 
of course they must be judged not by the standards of 
our time but by the moral standards of the Middle 
Ages. 

Duke Stevens of Blois, whose estates were just south 
of Paris, was married to Adele, the sister of the King 
of England. She was one of the most beautiful women 
of her time. Now, Stevens was quite a letter writer, 
and his letters to his beautiful wife have been preserved. 
It does seem strange to read these love letters from the 
Holy Land to Adele after a lapse of a thousand years. 
Stevens was very canny, and while he was on his way 
to the Holy Sepulchre, as they sacked cities, he gathered 
all the wealth he could carry. He wrote to his wife in one 
of his letters that he was doing very well, and as a 
matter of fact was now worth twice as much as when he 
started out. Stevens was also an orator and, as a result, 
was made Chairman of the Council of the crusaders. 
However, when it came to fighting Stevens was not 
there! He was always slow in coming forward when a 
scrap was on. No doubt when he arrived, however, 
after the victory was won, he made them a nice speech. 
The funny part of the story is that when he returned 
to Blois, loaded down with treasures, Adele was very 
much put out by the stories she had heard of his cow- 
ardice. She didn’t give him the warm reception he ex- 
pected and which his love letters justified, and what is 
more, she compelled him to’ join the second crusade with 
the admonition as he left that upon his return she would 
expect a better report of his conduct. 

This book is well worth reading. 


* * * 


There have been lively times up in my old neighbor- 
hood at 31 Union Square. The Communists recently 
had a scrap there with the police. I am sorry I missed 
seeing the show. In the newspaper account of the scrap 
I read of one of my old friends who since I knew him 
has been to Russia, turned Red, and now wishes to 
destroy the Government of the United States. In the 
days that I knew him he was a cartoonist for a St. Louis 
paper. He did excellent work, and his cartoons were 
noted for their point and strength. He drew in a very 
broad and forceful manner. 

The next time I met him was in Paris. He had re- 
signed from his job as a cartoonist and had become a 
radical. When he called on me at my hotel, I didn’t 
recognize him at first, as he had grown an enormous 
beard. I invited him up to my apartment and asked 
him to stay to dinner. Then I was called downstairs by 
some other visitor. When I returned to my room, I 
found an assortment of clothes on the bed, shoes and 
socks on the floor, and from the bathroom I heard 
sounds of splashing. When my radical friend came out, 
with one of those long French towels wrapped around 


him, he informed me that where he lived there were no 
baths, and he simply could not resist the temptation of 
my bathroom. I offered him the use of one of my razors 


but he declined. He said he was afraid he would take 
cold. 

This all happened before the war. 

After this I heard he went to Russia, and the next time 
I heard from him he had been arrested in the French 
army for preaching Communism to the French soldiers. 
He was tried by a court-martial and condemned to be 
shot. Then, as I heard the story, some of the newspapers 
for whom he had worked in the United States used their 
influence through the American army with the French 
army and his life was spared. In other words, he owed 
his life to the interference of the United States. 

One day after the war he telephoned me in New York 
and, thinking that he might give me a very interesting 
story, I suggested he come up to my hotel and dine. He 
replied that he had made a vow not to go higher than 
Fourteenth Street in New York. Therefore, if I wished 
to see him I would have to some down to the neighbor- 
hood of Union Square to the Communists’ headquarters. 
It was not convenient just then for me to make this trip, 
so I failed to see him. Now I note from the papers 
that he was in the thick of the fighting at Union Square, 
was arrested with Foster and had his picture on the front 
page of the newspapers with Foster and several police- 
men. I think I shall have to look him up and interview 
him, to find out just what a Communist is and what 
they are trying to do. 

This cartoonist had unusual talent. 
he could have enjoyed a brilliant career. 
to know just what led him to cast aside his career and 
throw in his lot with the revolutionists. If one could 
get the real kernel of the story it would be a good one. 
Back of every effect there is a cause. Somehow, in my 
mind, when I read about the crusaders, I thought of my 
former friend. The same kind of zeal seemed to inspire 
them. 


There is no doubt 
I would like 


* * * 


At many of our factories here in the [ast, as the 
workers leave the buildings, groups of Communists hand 
them literature about the Soviet Republic and also about 
all the evils of a capitalistic country. Regularly these 
pamphlets and handbills are mailed to me. I find them 
very interesting reading, but unfortunately I find that 
a good many of the facts they state are all wrong. | 
recommend to those who are getting out this Commu- 
nistic literature that they prepare their facts more care- 
fully. Their arguments lose weight when they are 
backed by statements that on the face of them are all 
wrong. 

Two or three years ago, upon returning from Europe, 
when writing about conditions in England, France and 
Germany, I took occasion to state that this Communistic 
propaganda would increase very much in our country. 
I predicted it would become front-page stuff. I remember 
writing that revolutions which had taken place in the 
history of the world had always started in a small way, 
with no financial assistance. This Communist revolu- 
tion, however, is an entirely new thing in the world. It 
is being backed by an immense nation with a great pop- 
ulation and unlimited resources. To one who studies the 
papers of the world it is interesting to observe how they 


influence first one international situation and then an- 


(Continued on page 68) 
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North San Jacinto, at Buffalo Bayou 


HOME E BEAUTIF ICATION NEEDS 


Are Featured for Saturday 


Now is the time to do the home beautifying 
you've always planned. AND HERE IS 
THE PLACE TO BUY THE FINEST, 
EQUIPMENT TO LIGHTEN THE WORK. 


Realizing that many Houstonians will be 
needing articles for such work, we are offer 
ing several very useful items at an attractive 


low price for Saturday. If what you need 


is not advertised you will find it in the store 
at a modest price. 





HOSE NOZZLE 
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This advertisement is a splendid 


ex- 


ample of how to fit space to season. 
It pictures timely items and dis- 
tributes price levels in a way that 
increases direct sales. (4 cols. by 18”) 





Use Space 
IN APRIL 


Select every item that goes in ad for two things: 

(I) to show value for the money and (2) to sug- 

gest quick purchase —the idea is to keep the 
volume going day by day 


by GUY HUBBART 


VERY hardware merchant, even those with stores 

in very small towns, knows that a lot of extra cus- 

tomers in the store means a good day’s business. 
There are times and days when only a relatively few cus- 
tomers and sales for one day represent a good volume 
because the few customers’ purchases were made on big- 
unit-sale items or each customer bought several items, 
thus running sales volume upward. But, fine as these 
days are, the main trouble is they do not happen often 
enough. And if they do, some lines or departments 
usually suffer. This is because, as a rule, a day’s busi- 
ness, made up of a few big sales by a few customers is 
always one-sided, including a narrow variety of pur- 
chases. 

What is needed to make profit in any month, and par- 
ticularly in April, is uniform activity every day on all 
seasonable departments or sections of stock. This holds 
good large and small stores in any size city, and 
should be the aim.and purpose not only of every type of 
daily sales effort—window displays, counter and_ table 
displays, circulars, letters and personal salesmanship— 
but of the newspaper ads as well. 


F. YR example, a $200-day or three times that amount, 
made up of sales of twenty sections of stock is better 
in April than a day the sales of which are distributed 
for the most part over five or ten sections. General turn- 
over is better and seasonal lines move faster and both in- 
fluence profit-making on the bulk of sales. Also, and 
this is the main benefit, items that have a short selling 
season are more likely to move out in time. This helps 
the competitive position of the store, prevents losses and 
the necessity of carrying goods over till next April. 
Then, of course, special items that have no special 
season are sure to move when the day’s sales represent 
a wide variety of stock. People buy many things be- 


cause seeing them reminds of a forgotten need. 
A man stepping in to buy a hoe or spading fork re- 
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to Remind Customers of Timely Needs 


members some general repair items he has needed for 
months. That is the general principle of plenty of 
people in the store. 


Ads Can Do It 


Carefully written advertising can and will keep vol- 
ume up and variety of sales wide, if anything at all 
will. “Carefully” is emphasized here because its op- 
positely, “carelessly,” cuts down the power of one ad 
or a dozen. 

An ad sells by attracting attention and it cannot 
attract fully if it is poorly arranged, badly laid out, half 
illustrated with poor cuts and if copy is poorly written. 

As an example, notice the Peden Co. ad reproduced 
here. It is a splendid example of three merits and three 
merchandising merits. 

Physically this ad is laid out so that each part and 
each item stands out clearly. That is the first merit. 
Then well-executed cuts are so placed as to back up each 
item description. The cuts not only help to describe 
but they help to remind readers of this and that item 
needed tomorrow. The second merit. 

Again, space given each item is simple in arrange- 
ment; no fancy work or extra decorations to distract the 
attention. The third physical merit. 


‘Tae three merchandising points are these: 

First, each item is scasonable, and in demand by prac- 
tically every home owner who might see the ad. 

Second, an interesting and attractive set of price 
levels is represented by the thirty-eight prices. (There 
are only sixteen items, but some have several ranges.) 

Third, each featured item has close connection in use 
with every other item, so that one thing suggests another 
and leads to several purchases per customer so long as 
the ad is effective. And that is a point in itself, in addi- 
tion to the other six. This type of ad invariably draws 
business for several days after publication. An idea 
here for stores having only weekly papers to adver- 
tise in. 

Finally, copy is well written in this ad, meaning it is 
brief and direct but not so brief but that it gives a clear 
idea of the value and quality and utility of each item. 
Nothing deep or flowery in the text but plenty of meat 
for the interested reader who is out for the best for the 
money. 

Small stores could not profitably use this amount of 


space at one time but the idea and method can easily 
be fitted to small space. And the method is what counts. 

The smaller ad is a fine example of how to condense 
much into small space. It is an idea for a small ad or 
special section of a larger ad. The store willing to take 
pains, as represented by these two specimens, can cash 
in now on its newspaper space. Care means cash, so far 
as ads go. 


Sensible model 
for small-space 
ad on one line 
of goods and 
fine idea as 
section for ex- 
tra display in 
larger ad fea- 
turing other 
items. 





House-Cleaning 
Specials! 













New Straw Brooms, reg. 75c. 
32-Lb. size, 4-strand .......e0- 49c 
Dust Pans, reg. 85c. Long- 
handled, in colors ......-++-+.- 59c 
Electric Irons, reg. $2.50. 6. 
Lb. size, with cord....ccsceee $1.95 
Oid English Wax, reg. 75c. 1-Lb. 
re PS Ce 59c 


Old English Waxer Sets, reg. $3.90, in- 
cluding waxer, polisher, and wax §2.98 





Kitchenwares 


Reduced! 


Stainless Steel Knives, reg. 85c. 
A very special value ....... Re aioe 49c 
Pyrex Pudding Dishes, reg. $1.00. 
11%4-qt. size, guaranteed ........... 69c 


§-Pc. Earthenware Bowl Sets, 
reg. $1.50. A size for every need.. 98¢ 


Metal Waste Baskets, reg. 75c. 
Colored and decorated........... Sc 





Housewares—Third Floor 




























Making the Salesman Sell More 


By J. J. BERLINER, B. C. S. 


Senior Member of The National Accounting Systems 


tance in selling an idea to salesmen. The follow- 

ing is an actual occurrence that demonstrated the 
feasibility of the use of graphic sales charts in elucidat- 
ing an apparently somewhat involved idea. 

The chief executive of a concern found that the sales 
in four departments were badly out of balance—that 
33 per cent of sales were made from Department A, 
13 per cent from Department B, 24 per cent from De- 
partment C and 30 per cent from Department D. 

An opportunity to increase the sales in Departments 
A, |B and C was not apparent, but it was obvious that 
the sales in department D should be larger, as explained 
hereafter. 

No analysis of individual salesmen’s sales had been 
made at this time, but the executive, realizing that sales- 
men’s effort is the source of total volume, determined 
to analyze the sales of two salesmen and compare the 
proportionate sales of each with the total average. He 
selected the sales of the best two men. 


| he use of graphic sales charts is of great impor- 






This chart graphically 
presents the lack of bal- 
ance in the various sales- 
men’s sales. A careful 
study of this chart is 
worth while 
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SALESMEN 





When the figures were handed to him they looked as 
follows: , 
Dept. Dept. Dept. Dept. 
A B C D 
Jo” % Jo Jo 
Total Sales 33 13 24 30 
a 33 18 28 21 
Salesman No. 2........5;: 19 15 46 20 


He at once observed that both of these salesmen were 
selling only about two-thirds of what they should sell 
of Department D merchandise to equal the total average. 

A little further figuring developed the fact that if 
salesmen Nos. 1 and 2 could maintain their sales in 
departments where they equaled or exceeded the total 
average, and bring their sales up to the total average 
in departments where they were low, Salesman No. 1 
would increase his sales 9 per cent and Salesman No. 2, 
19 per cent. This truly was an invitation worth con- 
sidering, a mark worth shooting at, so it was decided 
to make an analysis of sales of other salesmen, travel- 
ing in analogous territory. 

Reports were called for on nine salesmen’s territories. 
The report when received looked like this: 


Dept. Dept. Dept. Dept. 
A B C D 
7% Jo Yo To 





MD: pa aaedaeds oes 33 13 24 30 
Salesian M0; 1........... 33 18 28 21 
Salesman No. Z........... 19 15 46 20 
Salesman 20; S03. .....% 48 6 18 28 
Salesman No. 4........... 48 10 16 26 
Salesman No. 5........... 28 22 iv 38 
Salesman No. 6........... 14 10 16 60 
Salesman No. 7........... 45 10 30 15 
Salesman No. 8........... 28 12 24 36 


Setemman No. 9... .. 22.65 
These figures were a_ revelation. 
They showed a lack of balance that was 
astounding, possibilities undreamed of. 
A composite of the work of the best 
salesmen in each department indicated 
a possible increase of 76 per cent in the 
total business. 

The question to be solved was how 
to make the problem clear to nine sales- 
men who must be influenced. 

As it was apparent that figures mean 
little to minds not trained to figures, it 
was decided to make a chart, graph- 
ically presenting the lack of balance in 


(Continued on page 69) 
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CONGOLEUM ANNOUNCES 
PROFITS WEEK 
Congoleum-Nairn, Inc., Kear- 
ney, N. J., announced to the 
trade on March 24 that its Gold 


Seal Profits Week will be held | 
This | 
nation-wide merchandising cam- | 
paign will use a chain of forty | 


from May 5 to May 10. 


powerful radio stations, many 
pages of local and national ad- 
vertising space and some very 


attractive dealer helps for dis- | 


tribution to the consumers in 
this campaign. 

In conjunction with the Wo- 
men’s Radio Institute programs, 
sponsored by this organization, 
announcements will be made 
concerning this campaign. More 
than 450 of the leading daily 
newspapers will carry special 
advertising in which local deal- 
ers’ names will be featured. 
There will also be a color news- 
paper published for dealers to 
mail to prospects. An elaborate 
and colorful window display is 
available, in connection with 
this campaign, which consists of 
a large streamer announcing the 
campaign, a life size display in- 
cluding the Congoleum silent 
salesman and specially designed 
price tags. 

An unusual feature this 
campaign is the 5 per cent ad- 
vertising allowance to be given 
on all Gold Seal Congoleum 
merchandise purchased for the 
sale. Movie slides and news- 
paper mats are available to deal- 
ers wishing to supplement the 


of 


| national advertising with some | 
| local publicity of their own. 


ROBBINS & MYERS SALES 
PROMOTE MARSHALL 


Springfield, Ohio, have  an- 
nounced the appointment of R. 


advertising department, as ad- 
vertising manager. 


ARCO CO. IS BUILDING 
WEST COAST PLANT 

The Arco Co., 7301 Bessemer 

St., Cleveland, Ohio is building 


geles, Cal., to serve the western, 
Latin-American and 
trade. 

This unit will be known as 


and will be under the general 
direction of Howard Wise. 
-Howard Raeney will be general 
sales manager and FE. B. Hagar, 
former manager of the 
Francisco branch will be 
trict manager with headquarters 
in Los Angeles. 

The plant will consist of three 
brick buildings, with metal trim 
and concrete floor construction, 
totaling 16,500 feet of floor 
space. There will be a paint 
plant, a varnish plant and a 
| lacquer plant. A complete line 
| of. the company’s products will 
| he manufactured in this plant. 








A Plan Suggested to Popularize Stores 


A plan whereby the stores of 
the members of the Manhattan 
and Bronx Hardware and Sup- 
ply Dealers’ Association may be 
made more familiar to the pub- 
lic was discussed at the Asso- 
ciation’s regular meeting, held 
at the Prince George Hotel, 
New York, on March 18. 

The discussion centered 
around a suggestion made by 
J. A. Warren, Associate Edi- 
tor of HARDWARE AGE, at a pre- 


vious meeting which called for | 


the adoption of a suitable em- 
blem, uniform price _ tickets, 
show cards, window display col- 
ors, etc. It was the belief of 
the members present that such 
a plan would be effective and a 


committee was appointed to 
to the next regular meeting. 
Mr. Warren submitted a design 
for the emblem, pointing out 
that the public’s attention being 
repeatedly called to the stores 
of members by the appearance 
of the sign on their windows, 
| on show cards and price tickets 
| and all advertising and station- 
ery would result in their becom- 
ing fixed in the minds of the 
hardware buying people. 

As soon as the committee com- 
pletes details, decalcomanias are 
| prepared and the design regis- 

tered, HARDWARE AGE will re- 
| produce it in these columns 





Robbins & Myers Sales, Inc., | 


F. Marshall, a member of their | 


a new paint plant in Los An- | 


Oriental | 


the Arco Co., Ltd., of California | 


San | 
dts- | 


work out the details and report | 


Executive Niwe at 
gaan ne on Manufacturers 
Events in the Jobbers and 
Trade of t he Retaslers 














Chicago Paleare Chea Coma 
Thirteen Week Radio Broadcast Plan 


Much Enthusiasm Shown When Sample Broadcast 


The Chicago Retail Hardware 


Is Given in Hotel Sherman 


wording of the subject; that it 








| 

| Association may go on the air | should read “How Can Chain 
| in behalf of its members and | Stores and Canvassers Com- 
| other hardware interests in the | pete with Independent Retail- 
| 

i President and Secretary Chicago Hardware Dealers 

| 





CHAS. A. DRESSEL 


Chicago area. At the monthly 
meeting of that body in the 
Hotel Sherman, Chicago, on 
the night of March 14, a sam- 
| ple audition of what a hardware 


ers 


| broadcasting program might be | 


committee was instructed to act 
on the proposal. 

This plan calls for a thirteen- 
week broadcast, three times a 
week. Charles E. Hughes of 
Station WIBO, Chicago, under 
his sobriquet of “Neighbor” 
| Hughes, was at the microphone 
outside the room. Much en- 
thusiasm was displayed over the 
project. 

H. A. Church, general sales 
|}manager of the Aluminum 
Products Co.,.La Grange, IIL., 
addressed the meeting on “How 
| to Meet Chain Store and Can- 
| vasser’s Competition on Alumi- 
{num Ware.” He began by say- 


! 

| 

| . 

| was heard, and the executive 
| 

! 

| 


| ing he would like to reverse the | 


47 


| Inc., 





J. C. AMIS 


?” Practically the full text 
of Mr. Church’s inspiring mes- 
sage will be printed next week 
in the April 6 issue of Harp- 
WARE AGE. 

Marshall L. Mathews, vice- 
president of Fred A. Robbins, 
Chicago, advertising 
agency, told the dealers about 


| what he had learned in Grand 


Rapids, Mich., regarding the 


| anti-chain campaign conducted 


there, over Station WASH by 
Winfield H. Caslow, “The Main 
Street Crusader,” and reported 


in the Harpware Ace for 
March 13. 
Mr. Mathews said he found 


that the Caslow broadcast in fa- 
vor of the independent merchant 
was competing with the movies 
in west-central Michigan. He 
said the “Crusader” was adjur- 
ing the independent merchant 
not to raise their prices now 
(Continued on page 49) 
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UNITED STATES GYPSUM 
BUYS YOUNGSTOWN UNIT 


W. W. Galbreath, president, 
The Youngstown Pressed Steel 
Co., Warren, Ohio, recently an- 
nounced that the fireproofing 
division of the concern § had 
been sold to the United States 
Gypsum Co., Chicago, Ill. In- 
cluded in the transfer was the 
sales organization well as 
the manufacturing business. The 
pressed steel business of the 
Youngstown company is in no 
way affected by the sale. 

This transfer was the result 
of careful analysis of the busi- 
ness interests of the two con- 
cerns affected by the change. 
It was found that the Gypsum 
organization had better facilities 
to take care of this increasing 
business. The United States 
Gypsum Co. has been handling 
steel building products for about 
a year and the recent decision 
manufacture building ma- 
terials is another step in the 
expansion program. Until a 
new plant is acquired by this 
organization one of the build- 
ings of the steel company is 





as 


to 


| advertising and sales promotion 
| plans made for the advertising 
of the machines. 


| OIL BURNER MEN PLAN 
BIG SHOW 

Final plans have been made 
for the seventh annual conven- 
tion and exhibition of the Amer- 
ican Oil Burners Association to 
be held in Chicago, Ill. from 
April 7-12. This show is in- 
tended to attract the consumer 
and general public as well as 
the trade. 

Merchandising and engineer- 
ing sessions will be held in the 
morning so that members will 
be free to attend the show in 
the afternoons and evenings. 
On Monday, April 7, there will 
be a meeting of the executive 
committee followed by the di- 
rectors’ meeting. The annual 


at which time the new directors 
will be elected. Meetings the 
next two days will be given over 
to merchandising sessions while 
the final morning’ session will 
be devoted to engineering prob- 





being leased by the Gypsum or- 
ganization. 

The Youngstown Pressed 
Steel Co. recently completed a 
new Administration Building 
and is now constructing a new 
porcelain enameling plant, which | 
will be one of the most modern | 
plants of its type according to | 
the organization. 


ALTORFER BROS. CO. AN- 
NUAL SALES MEETING 


The annual conference of 
ABC washing machine dealers 
was held in the Peoria, III, 
headquarters of Altorfer Bros. 
Co. The convention was held 
from Feb. 27 to March 1 and 
was attended by more than 300 
distributors, dealers and factory 
sales representatives. 

Silas H. Altorfer, president of 
the organization, spoke on the 
sales and advertising programs 
planned for this year. O. A. 
Boheim, vice-president, told of 
the porcelain plant maintained 
by the company and of the mar- 
keting plan based upon the 
plant’s equipment and facilities. 
Other members of the organi- 
zation spoke upon the prospects 
for the year 1930 in this field, 
and many dealers addressed the 
meetings on various factors in 
the distribution of the product. 

The finance plan of the com- 
pany was explained by R. B. 
Archer, Commercial Investment 
Trust, New York City. John 


lems. The annual banquet and 
dance will be held on Thursday 
evening. 

On Friday afternoon the past 


president’s luncheon will con- 


| clude the program. 





CHAIN STORE TAX VOTED 
IN TEXAS 


According to an Associated 
Press dispatch dated March 11, 
the Texas House of Represen- 
tatives meeting in Austin, Tex., 
that day passed a bill to tax 
chain stores in the State one per 
cent on their gross receipts. 
The vote was 76 to 25 in favor 


of the bill. 


PICKETT TEAM WINS CITY 
BASKETBALL TITLE 


The Pickett Hardware Co. 
team has been declared the 
champion basketball team in the 
City League, Warren, Pa. In 
the final game of the series 
played by that team as an offi- 
cial game with the Yes Gas Sta- 
tion team on Feb. 28, the score 
was 33-26 in favor of the 
Pickett team. The league will 
present the seven members of 
the Pickett team with dark blue 
crew-neck sweaters at the an- 
nual banquet of the athletic or- 
ganization. 

This same team won the twen- 
tieth game of the season in a 
contest staged at Frewsburg 
with the team of the Jamestown 
International Casement Co. The 





Drake of the Campbell-Ewald 
Advertising Co. described the 


final score was 23-12. 





meeting will be held Tuesday | 





KLINGEMAN REPRESENTS 
DAYTON STEEL RACQUET 


Ellis Klingeman is in charge 
of the new office and shop 
opened by The Dayton Steel 
Racquet co., Dayton, Ohio in 
the Republic Building, 209 South 
State St., Chicago, Ill. This 





ELLIS W. KLINGEMAN 


office is a gathering pkace for 
tennis players of Chicago and 
the ‘middlewest and the shop 
carries a full line of tennis ac- 
cessories and tennis apparel for 
both men and women. 

Mr. Klingeman was formerly 
western manager of the Tennis 
Dept. for A. G. Spaulding & 
Bro., New York City. He was 
connected with that organization 
for seven years and played in 
most of the middle western 
tournaments during that period. 
In 1924 he was ranked 38th 
among the tennis players in Chi- 
cago and in four years he 
climbed to 7th place. His game 
in doubles is the outstanding 
part of his tennis career. 

In 1924 he was rated as the 
8th’ with Emmett Pare and in 
1929 he was rated as No. 1 with 
Jack Harris in doubles. He and 
Mr. Harris won the United 
States Inter-City Doubles 
Championship at Cleveland and 
the Wisconsin State and Sagi- 
naw Valley Championships— 
With George O'Connell he won 
the Illinois State doubles honors. 


F. H. BRADBURY DIES; 
H. C. COOK, SECRETARY 

Frank H. Bradbury, secre- 
tary and assistant treasurer of 
the H. C. Cook Co., Ansonia, 
Conn., died on Thursday, 
March 6. 





BRIDGEPORT CHAIN CO. 
AGENTS FOR BEAD CHAIN 


The Bead Chain Mfg. Co., 
Bridgeport, Conn., has an- 
nounced the appointment of 
Bridgeport Chain & Mfg. Co. 
as distributors to the whole- 
sale hardware jobbing houses. 








Items include electric light pull 
socket bead chain, combination 
lavatory and bath stopper and 
chain and a key chain. 





ANDERSON, MANAGER 
EVEREADY PRESTONE 


C. E. Anderson, former man- 
ager of the Kansas City, Mo. 
branch of National Carbon Co., 
Inc., is the new manager of the 
Eveready Prestone and Minia- 
ture Lamp Division. He will 
be located in the National Car- 
bon Co. offices at 30 E. 42d St., 
New York City. W. H. Haile, 
succeeds Mr. Anderson as the 
Kansas City. branch manager. 
He was formerly the manager 
of the Prestone and Miniature 
Lamp Division. 

The new manager of the cen- 
tral division is D. G. Raymond, 
formerly in charge of the eastern 
division. His offices will be at 
230 North Michigan Blvd., Chi- 
cago, Ill. J. M. Spangler will 
be transferred from the central 
division to the eastern unit of 
the organization to succeed Mr. 
Raymond. 

Walter A. Jacobs has become 
a member of the general sales 
division of the Eveready Pres- 
tone unit. He was formerly 
associate engineer in the Auto- 
motive Division of the National 
Bureau of Standards, Depart- 
ment of Commerce, Washington, 
D. C., where he was engaged in 
anti-freeze and cooling system 
research. 


NUTMEGGERS MEETING 
HELD ON MARCH 12 


A very enthusiastic meeting 
was held by The Nutmeggers 
Wednesday evening, March 12, 
at.the City Club, Hartford, 
Conn. E. C. Sullivan, presi- 
dent, was in charge of this gath- 
ering of more than 25 members. 
The speaker of the evening was 
Louis Vogel, Vogel Advertising 
Agency, Conn., a member of 
the club, who gave a very in- 
teresting and amusing talk on 
Sales Advertising. 

Committees appointed for the 
year 1930 were announced. 
First vice-president, Karl M. 
Martin, Minnesota Mining & 
Mfg. Co., is chairman of the 
entertainment committee. Felix 
Atwood, Osborn Mfg. Co., is 
chairman of the membership 
committee. Charles Gallagher 
made a report on the Year Book 
and stated that the makeup was 
nearly completed. A report on 
the annual banquet, held last 
month, was made by Harold F. 
Sullivan, second vice-president, 
who was chairman of last year’s 
entertainment committee. 

Three new members 
elected to the organization. 


were 
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AMERICAN FORK & HOE 
ISSUES CONTEST RULES 


A very concise pamphlet on 
the fundamentals of good win- 
dow display has been prepared 
for entrants in the True Tem- 
per Window Display Contest, 
by the American Fork & Hoe 
Co., Cleveland, Ohio, the spon- 
sors of this contest. 

This pamphlet, together with 
other valuable sales material, 
such as window cards, book- 
lets, newspaper articles and 
folders, is being sent to all 
dealers who enter the True 
Temper Window Display Con- 
test. A limited supply of these 
pamphlets has been reserved 
for general distribution and 
copies may be obtained on ap- 


plication to sponsoring com- 
pany. 
The following rules were 


published in HARpwWARE AGE in 
the issue of Feb. 20: Stores 
entering the contest will be di- 
vided into three classes. One 
group includes dealers in towns 
having a population under 5000. 
The second group includes deal- 
ers in towns having a popula- 
tion between 5000 and 25,000. 
In the third class, merchants 
conducting a hardware business 
in towns and cities of 25,000 in- 
habitants or more are grouped. 
The best window in each group 
will bring the winner $100. For 
the second best window in each 
group there is a prize amount- 
ing to $50. The 25 next best 
windows in each class will win 


$25 each. 
Enrollment blanks may _ be 
had from the company. On the 


blank requests for display ma- 
terial may be made. Displays 
must be made before May 3], 
1930, and are to be kept in the 
window for at least one week. 
A letter submitting photograph 
of the display must be _post- 
marked not later than May 31, 
1930. 

WESTCHESTER DEALERS 

HOLD ANNUAL DINNER 


More than 110 members and 
friends of the Westchester 
County Hardware Dealers’ As- 
sociation attended the 18th 
annual dinner of the society at 
the Hotel Gramatan, Bronx- 
ville, N. Y., on Thursday eve- 
ning, March 20, 1930. Rev. 
Robert M. Russell, the speaker 
of the evening, gave an inter- 
esting and amusing address. 
Music, entertainment, and danc- 
ing followed the banquet. This 
highly successful affair was un- 
der the direction of William L. 


Vetter, vice-president of the or- | 
| the last ten years he had been 


ganization. 
The new officers for the year 





W. L. Vetter is the vice-presi- 
dent. Mr. Bosely is the secre- 
tary and Samuel Riley, Cor- 
nell Bros., Tuckahoe, N. Y., is 
the treasurer. 





CROWE, McGARVEY & CO. 
EVANSVILLE TOOL AGENT 


Crowe, McGarvey & Co., 63 
Commercial Wharf, Boston, 
Mass., which is managed by 
P. J. Crowe, is now acting as 
New England agents for Evans- 
ville Tool Works, Evansville, 
Ind.; The Master Rule Mfg. 
Co. Inc, New York City; 
Sand’s Level & Tool Co., 8629 
Gratiot Avenue, Detroit, Mich., 
and Wm. Rose & Bros., Sharon 
Hill, Pa. 

This organization was rep- 
resentative for the McKinney 
line of builders’ hardware, 
which now demands the entire 
attention of Matt Crowe, elder 
brother of P. J. Crowe. 


PEARCE ATTENDS MEET- 
ING OF JERSEY ASSN. 


The North Jersey Hardware 
and Supply Association held its 
regular monthly meeting Tues- 
day evening, March 11, at the 
Elks Club, Perth Amboy, N. J. 
About 25 members attended this 
meeting, which was devoted to 
a round-table discussion con- 
cerning price changes, adver- 
tising and sales stimulation. 

W. Glenn Pearce, secretary of 
Pp. A. S. H. A., attended this 
meeting and made a few in- 
formal remarks. 





OSBORN ADVERTISING 
MANAGED BY WEBER 
Lloyd H. Weber has_ been 
made advertising manager of 
The Osborn Mfg. Co., Cleve- 
land, Ohio, according to an an- 


nouncement recently made by 
Franklin G. Smith, president 
and general manager of the 
organization. He was previ- 


ously with the advertising de- 
partment of The Cleveland 
Press and The Canton Daily 
News, Canton, Ohio. 

Philip F. Smith, former ad- 
vertising manager, is now fac- 
tory manager of the brush divi- 
sion of this company. 





J. B. MORGAN DIES—35 
YEARS WITH CORBIN 
J. Bulkley Morgan, 59, 3282 
Chadbourne Road, Shaker 
Heights, Cleveland, Ohio, died 
recently. At the age of 24 he 
joined the organization of P. & 


| F. Corbin Hardware Co., New 


continued 


For 


3ritain, Conn., and 
with them until his death. 


district representative of his 


were installed. Benjamin Adler, | concern in the Cleveland terri- 
Dobbs Ferry, is president, and | tory. 





BUILDERS’ HARDWARE 
COMMERCIAL STANDARD 

The Bureau 
United States 
Commerce, has issued Commer- 
cial Standard CS9-29 concern- 
ing Builders’ Template Hard- 
ware. This standard was adopt- 
ed Nov. 15, 1928, by the Ad- 
visory Committee on Standard- 
ization of Builders’ Hardware, 
in conjunction with the Hollow 
Metal Door & Trim Mfrs. 
Ass'n. 

In publishing this pamphlet 
the Department of Commerce 
is cooperating for the general 
benefit of the industry and of 
the consumer. Adoption of this 
set of standards is entirely a 
voluntary matter with the man- 
ufacturer. In this standard the 
complete dimensions of template 


of Standards, 


Department of 


butt hinges are given, which 
were adopted by the commit- 
tee, which met in New York 


City. The Bureau of Standards 
certifies that the organizations 
mentioned in this booklet agreed 
to follow the standards adopted 
and set forth in this pamphlet. 
Included in this booklet there is 





a blank for acceptance of Com- 
mercial Standard CS9-29. 

Copies of this standard are 
available from the Superinten- 
dent of Documents, Washing- 
ton, D. C., and the price is 10 
cents. 


CHAIN PRODUCTS CO. 

WILL ERECT ADDITION 

The Chain Products Co., 
Cooper Avenue and the Penn- 
sylvania Railroad, Cleveland, 
Ohio, has just awarded a con- - 
tract for the erection an 
addition to their Cooper Ave- 
nue plant. The building, in the 
course of erection, is a steel and 
brick building about 100 ft. in 
length and 300 ft. wide. It is 
two stories in height and pro 
visions are being made for the 
addition two additional 
stories at a later date. 

This new building 
planned in conjunction with 
their other units, that a 
straight line production system 
may be employed when it has 
been completed. The building 
will be equipped with modern 
devices and conveniences for 
rapid construction. 


of 


of 
has been 


so 


Chicago Hardware Dealers Consider 
Thirteen Week Radio Broadcast Plan 
(Continued from page 47) 


that they are enjoying a 40 per 
cent increase in trade as a result 
of his own and W. K. Hender- 
son’s radio efforts in their be- 
half. 

“Caslow,” said Mr. Mathews, 
“talks to the girls in the public 
schools and asks them what kind 


of husbands they want to marry 


—husbands who have to work 
at low wages at the chain-store 
scale and can’t afford cars and 
other conveniences, or men who 
can earn a decent living? In 
much the same vein he talks 
to the schoolboys, advising them 
to tell their parents to trade 
with the chains if they want to 
imperil the future of their sons 
and daughters.” 

George F. Massey, field edi- 
tor of HArpware Ace, described 
the Caslow meeting of consum- 
ers he had attended in a Grand 
Rapids public school, at which, 
after they had heard the “Cru- 
sader” speak for an hour and 
a half in favor of the indepen- 
dent merchandising system, 
those consumers voluntarily took 
up a collection of more than 
eighty dollars for the broadcast- 
ing fund. 

During the radio audition at 
the Chicago meeting, the deal- 
ers heard an entertainment pro- 





| ers and jobbers. 





words from “Neighbor” Hughes 
subtly urging all listeners to 
give more consideration to the 
merchandise and service to be 
had in their neighborhood hard- 
One of the or- 
played 


ward stores. 
chestral pieces 
“Have a Little Faith in Me.” 

L. W. Fischer of the Nor- 
wood Park Hardware Co. spoke 
strongly for the proposed radio 
broadcasting program over Sta- 
tion WIBO. He expressed firm 
faith that it would do much to 
benefit members and non-mem- 
bers of the Chicago Retail 
Hardware Association. E. G. 
Lindquist advocated the project 
forcefully. So did several other 
dealers. The vote taken over- 
whelmingly favored that the ex- 
ecutive committee should care- 
fully consider the proposal. It 
was thought that there might 
be danger in delaying a decision 

President Charles A. Dressel 
of Oak Park, IIl., head of the 
Chicago Retail Hardware <As- 
sociation, conducted the session. 
Secretary J. C. Amis announced 
that the privilege of associate 
membership in the organization 
had been opened to manufactur- 
C. J. Whipple, 
president of Hibbard, Spencer, 
3artlett & Co., Chicago, is to 


was 


| address the next meeting of the 


gram interspersed with friendly | Chicago body. 
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Business Interests Anxious for Disposal of Tarift 


Bill by Congress 


By L. W. MOFFETT 


(Washington Bureau of HARDWARE AGE) 

Business interests of the country are anxious that the 
Congress dispose of the tariff bill, and some of them are 
making the fact known in no uncertain terms to members 
of both the House and the Senate. Intimations have been 
rather clear that the desire to have this highly controversial 
legislation out of the way is shared by the President. Not 
only is the uncertainty of the tariff held to be disturbing to 
business, but there is growing irritation over the delays in 
pushing forward appropriation bills in the Senate which 
provide funds for construction works of different kinds, in- 
volving large sums whose uses are awaited to stimulate 
business, a subject that looms large in view of the unemploy- 
ment situation. The House is pretty well caught up on ap- 
propriation bills, but the seemingly interminable discussion 
over the tariff in the Senate has delayed action by the latter 
body on a number of important appropriation measures. 

It is not possible to say how long it will be before the 
tariff bill is finally enacted. The variance in the House and 
Senate bills is wide as it relates to some rate schedules and 
administrative features. Consequently there is the prospect 
of a great deal of wrangling and prolonged discussion in 
conference and there are even some who think there may 
be a deadlock. Perhaps the majority view, however, is that 
while the House and Senate conferees will not find them- 
selves hopelesssly split, they will take a long time to settle 
their differences. Then on top of that the conference report 
will be subjected to debate in both branches of Congress. 
Some prominent members of Congress believe that it will 
be the latter part of April before the bill is sent to the 
White House for the President’s signature. It is assumed 
it will be in such shape that he will sign it. Such a sur- 
mise is based on the belief that it will not go to him with 
the debenture plan, to which President Hoover is strongly 
opposed. He is likewise opposed to the Senate flexible pro- 
vision which takes from the President and gives to Congress 
the power to change rates following investigation by the 
Tariff Commission. The House bill continues such au- 
thority in the President. The differences in the provision 
no doubt will be the object of lively debate in conference. 

There will be a number of hardware items which will 
call for discussion in conference, but in some instances 
House bill provisions are carried by the Senate bill and in 
these cases they will not be subject to change by the con- 
ference committee. 

The cutlery paragraph as passed by the Senate is similar 
to that applying under the present law, the rates in the first 
and second brackets being restored by the Senate after 
the Senate Finance Committee had increased rates in the 
House bill, the latter themselves being higher in the first 
bracket than those under the existing law. The cheaper 
knives are the principal class affected by the differences in 
the two bills. The Senate adopted the House rate of 3c. 
per pound on nails, spikes, etc., rejecting the Finance Com- 
mittee rate of 40 per cent. The Senate also struck out the 


Finance Committee rate on staples for paper fastening 
machines and fixed a duty of 10c. per pound. 


The Senate 


turned down the Finance Committee rates on wire fencing 
and continued the duty of 40 per cent, carried in the House 
bill. Wire rope was kept at the present duty of 35 per cent 
as against 40 per cent in the House bill. The Senate also 
rejected the Finance Committee duty of 40 per cent on 
special wood screws and continued the present rate and 
House bill rate of 25 per cent. The Finance Committee 
duty of 50 per cent on hinges and butts also was refused 
and the Senate continued the rate at 40 per cent. The 
House continued present rates on aluminum hollow ware 
of llc. per pound and 55 per cent and the Finance Com- 
mittee concurred, but the Senate adopted a uniform rate 
of 25 per cent and did away with 10 per cent additional duty 
on utensils containing an electrical heating element. The 
Senate went back to the Underwood-Simmons rates of 2c. 
per pound on crude and 3.5c. per pound on rolled aluminum 
products, rejecting the proposed rates of 5c. and 9c., re- 
spectively, which apply under existing law. The present 
rate of 50 per cent was continued by the Senate on um- 
brella hardware. The House rate is 60 per cent. Changes 
made in the paragraph by the Senate give higher rates 
than those existing on twist drills and other cutting tools. 
The Senate rates are 50 per cent when of carbon and 60 
per cent when of alloy steel, while some of these products 
now come in as parts of machinery at 30 per cent. 


x * * 


Closer cooperation for their mutual interest is the prin- 
cipal lying back of the organization here on March 17 of 
the Retail Hardware Merchants of Washington and Nearby 
Suburbs. Plans for effective organization were made 
through a committee of five which drafted by-laws and 
the ‘constitution to govern the association and the first 
meeting was scheduled for March 24 at the Hines Junior 
High School at which all hardware merchants in Wash- 
ington and its suburbs were invited in the hopes that as 
money of the 200 merchants as possible would attend. It 
is the purpose of the organization to institute a campaign 
on modern merchandising and to take up the many prob- 
lems surrounding the subject and see that they are handled 
instructively. Closer cooperation among the merchants and 
a better understanding of common problems, it is felt, will 
prove extremely helpful in furthering the interests of the 
retail hardware trade in the District of Columbia and nearby 
points. As has been stated previously in Harpware AGE, 
the organization will not deal with the matter of buying. 

To be active members of the organization it is necessary 
to be retail hardware and paint dealers. Paint dealers must 
carry hardware whose sales represent at least 25 per cent 
of their business. Traveling salesmen and clerks are given 
the right to join the organization as associate members 
and it is hoped they will avail themselves of the opportunity 
so that they and the dealers may exchange views for the 
benefit of all. The officers will consist of a president, first, 
second and third vice-president, a secretary and a treas- 
urer. The exectuive committee will consist of all the officers 
and two members at large. 
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Bank Clearings Show Decrease 
of 16 Per Cent from 1929 


Bank clearings in the United States 
for the week ended March 13, as reported 
to Bradstreet’s Journal, aggregated $10,- 
777,144,000, as against $11,959,087,000 last 
week and $12,879,383,000 in this week 
last year. There is here shown a decrease 
of 9.8 per cent from last week and of 
16.3 per cent from the like week of 1928. 
Canadian clearings aggregated $287,527,- 
000, against $352,785,000 last week and 
$323,808,000 in this week last year. 





Freight Loadings Show Decline 
In Week and Year Comparison 

Loading of revenue freight for the 
week ended March 8 totaled 873,548 cars, 
according to the car service division of 
the American Railway Association. 

This was a reduction of 25,641 cars 
below the preceding week and a reduc- 
tion of 73,991 cars below the same week 
in 1929. It also was a reduction of 
78,008 cars under the same week in 1928. 





Commodity Prices Advanced 
Slightly in Week Ended March 15 


Commodity prices advanced one-tenth 
of 1 per cent during the week ended 
March 15, according to the wholesale 
price index of the National Fertilizer 
Association. This advance was due large- 
ly to butter, sugar, milk, apples, oranges 
and petroleum. The recovery in these 
items from the large declines of the past 
six months may not be permanent, but 
a real advance should occur before many 
months. 

Seven groups declined during the past 
week, and only three advanced. Forty- 
three items declined, while only twenty 
advanced. The declines occurred largely 
in grains, feeds, cattle, denatured alcohol, 
cement, soft lumber, rosin, cottonseed 
meal, superphosphate and textiles. 

Based on 1926-1928 as 100 and on 474 
quotations, the index for the week ended 
March 15 stood at 91.3 and for March 8, 
91.2. 


Hardware Trade Awaits 
Favorable Weather 


Conditions 


NEW YORK, Mar. 26.—Reports 
from leading wholesale hardware 
and housefurnishing market centers 
encourage the belief that a general 
improvement in weather conditions 
will materially stimulate the sale of 
merchandise. Though practically 
all jobbers report sales for the first 
quarter as less than for the same 
period of 1929, there is also the feel- 
ing that an active spring trade may 
be expected to offset this status. 

With the notable exception of 
certain very seasonal wire products, 
hardware prices remain essentially 
firm and competitive pricing among 
wholesalers is considered surprising- 
ly limited. Collections throughout 
the hardware industry average some- 
what slow but should certainly im- 
prove when spring business opens. 


Week's Price Average Was 
90.9 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced recently that wholesale com- 
modity prices for the week ended March 
15, and based on Dun’s quotations, aver- 
aged 90.9 per cent. 

The February average was 92.7 per 
cent. The purchasing power of the 
dollar was 110c on a 1926 basis of 100c. 
The January average was 107.9c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
83.6. The January average was 85.1. 

The Italian index on the revised 1926 
basis for the week ended March 8 was 
67.2. 


Bank Debits Receded 12% 
In Week Ended March 12 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
Banks in leading cities for the week 
ended March 12 aggregated $14,383,000,- 
000, or 12 per cent below the total re- 
ported for the preceding week and 22 per 
cent below the total reported for the 
corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $13,- 
611,000,000, as compared with $15,409,- 
000,000 for the preceding week and $17,- 
649,000,000 for the week ended March 13 
of last year. 


U. S. Building Permits 
Declined in February 


Further declines in building were in- 
dicated generally throughout the United 
States during the month of February, 
according to official reports received by 
S. W. Straus & Co. Building permits 
issued in 572 principal cities and towns 
in the forty-eight States during the 
month amounted’ to $125,521,978, a de- 
cline of 2 per cent from January, when 
the permits totalled $128,481,626, and a 
loss of 50 per cent from February of last 
year, when the volume was $253,308,639. 

While it may seem distressing to note 
from these data the continued downward 
trend of building operations, it should not 
be forgotten that this let-up in activities 
is forming a base for a prosperous era of 
operations in the near future, says the 
review. Manifestly, such conditions are 
bringing us nearer and nearer the point 
where housing demands will compel more 
widespread construction. The processes 
of obsolescence, a continued growth in 
population and an advancing standard of 
living are factors which will readjust the 
balance of supply and demand. The de- 
cline now taking place, therefore, while 
adding to the quota of unemployment, is 
nevertheless a factor of fundamental 
strength. 
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(Chicago office of HARDWARE AGE) 


CHICAGO, March 25.—Spring hardware is in active demand. Deal- 
ers and jobbers feel better about the business outlook. However, 
heavy volume has developed in only a few lines. Uncertain weather 
continues to retard seasonal movement. Agricultural wrenches are 
selling freely, in testimony to the fact that farm activity is getting 
under way. Spring repair work is also registering its influence in 
the increased sale of steel sheets, the market for which shows added 
firmness. 

Trade is running normally good on wire cloth; demand is still 
swinging toward quality cloth. Orders for poultry netting continue 
heavy, with volume well ahead of a year ago. Better movement is 
reported in nails and wire and a steadier market. Steel goods and 
garden tools are active; demand for agricultural handles is brisk. 
Tie-out chains are selling rapidly; log chains for farm work are de- 
veloping in demand which promises to be sustained for sixty days 
or so. Builders’ hardware is quiet. Dealers are showing increasing 


interest in electric appliances. 
Spring opens with a fair movement in paints and oils; volume is 
increasing, although not to any extraordinary degree; prices con- 
tinue steady. Tires and tubes are gaining. Baseball goods are 
manifesting their initial activity. Current business on fishing 
tackle is just starting; present indications forecast a good season. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. CHICAGO. 
AUTOMOBILE ACCESSORIES. 
Spark Plugs.—Splitdorf for Fords, 


50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue- 


lag screws, 60 per cent discount. All 
discounts are from “full case” lists. 


BUILDERS’ HARDWARE. 
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Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. 

Spot Lights. — Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 1% in. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BASEBALL GOODS. 

Slugger bats, $18 per doz.; No. 8 
Champion bats, $4 per doz.; No. 11B 
bats, $7.20 per doz.; No. 4 Junior bats, 
$2 per doz. Goldsmith official league 
balls, $16.50 per doz.; cork-center 
National league No. 1A balls, $12.75 
per doz.; National practice No. 65 
balls, $6 per doz.; National league 
balls, guaranteed for nine innings, 
$5.85 per doz. Goldsmith fielders’ 
gloves, oiled tanned horse hide, $2.75 
each; basemen’s mitts, professional 
model, $21.85 per doz. 


BOLTS AND NUTS. 

Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 


cylinder, 





Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4, 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
ease lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.35 
per set. Cylinder front door sets, 
$5.00 per set. 


CHAIN. 


%-in. proof coil chain, $11.00 ewt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT. 


Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 1c. each; lots of 
25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 
5c. each; dry cells, boxes of 55, 32%4c. 
each; less than case lots, 36c. each. 

Electrical Appliances. — Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $15.20. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. No. 
$4.10, $4.80 each; 422, $2.40; 424, $1.80; 
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Spring Hardware Activity Gains Impetus— 
$ Few Price Changes Have Been Made 


427, $1.20; 445, $1.50; 450, $6; 480, 
$1.50; 481, $3.90. 


FISHING TACKLE. 


Bronson Lion level winding: reels, 
$1.35 each; Union level winding reels, 
No. 7225, $1.25 each; Meisselbach 
reels, assorted colors, $3 each; South 
Bend level winding, anti-blacklash 
reels, No. 50, $3.65 each; No. C2800 
quadruple multiplying reels, $8 per 
doz. Two-piece Japanese bamboo 
poles, $1.65 per doz.; three-piece, 8 to 
9 ft., $4.35 per doz.; three-piece, 10 to 
12 ft., $5.15 per doz.; Heddon’s No. 
9 ‘Muskie’ rods, $11 each; Heddon’s 
No. 6D rods, $10 each} Heddon’s No. 
2% rods, $4.80 each; Montague split- 
switch casting rods, $3.60 each. 
Gladding’s ‘‘Invincible’’ silk line, 18- 
lb. test, $2.35 per 100 yds.; 24-Ib. test, 
$2.75 per 100 yds.; Newton’s ‘Ace 
Supreme” waterproof casting line, 
12-lb. test, $1.85 per .100 yds.; 15-Ib. 
test, $1.40; 18-lb., $1.75; “Old Re- 
liable’ braided cotton line, 84-ft., 
70c. per doz.; size 4, 75c. per doz. ; 
size 3, 90c. per doz, “Lucky Day 
tackle boxes, 16-in., $3.15 each; 21-in., 


$3.65 each. 


FLINT PAPER. 


Nine x 11 sheets, in bundles, No, 0, 
$4.30 per ream; same, No. 1, $5.15 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.40 per ream; No. 1, $4.05 
per ream; 9 x 11 sheets, in boxes, 
No. 0, 100 sheets per box, 89c.; No. 
1, 75 sheets per box, 80c.; 8% x 10% 
sheets, No. 0, 100 sheets per box, 70c.; 
No. 1, 75 sheets per box, 68c. 


GARDEN HOSE. 


Molded garden hose, single braid, 
5¢-in., 74%4c. per ft.; %-in., 844c. per 
ft.; double braid, %-in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, %-in., 
9c. per ft.; %-in., 10c. per ft. 


GLASS AND PUTTY. 


Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount. 
Putty, pure grade, $3.90 per cwt.; 
commercial, $3.15 per cwt. 


HANDLES, AGRICULTURAL. 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 4%4-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz.; 4%- 
ft., $7 per doz.; garden hoe handles, 
414-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 514-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4% ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 


NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spoais, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw.— Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 
per gal. < 

Linseed Oil, Boiled.—Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra $10; 
returnable. 

Turpentine. — Drum lots, 66c. per 
gal. net. 

White Lead.—100 lb. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
ewt.; 25 lb. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
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Remington offers you the most them quickly. Inventory is taken at 
complete line of pocket cutlery on a glance. It’s easy for the jobber’s 
the market—the best known, the salesman to keep up your stock and 
best liked—for which there is a j1’s easy for you to see what num- 
constant and steady demand. bers you need and order by mail. 


This consumer demand is created No. 236 Showcase presents the 
by Remington’s National Advertis- , esiggae 
: : , ma, knives, blades open, with the num- 
ing Campaign reaching millions of be d | pri 
readers yearly. Moreover, all Rem- snide savas Thousands of 
ington knives have the quality that dozens of Remington knives are sold 
brings consumers back to the store from these cases every month. If you 
that sells them. want to snap up your cutlery business 

with a minimum of sales effort, ask 
your jobber’s salesman about the 


To make it still easier to sell these 
Remington No. 236 Showease. 


knives, Remington offers the No. 236 
Showease with thirty-six of the fastest 


selling patterns in your territory— 
selected from your jobber’s records 
that prove them to be the fastest sellers. 
4 * 


Knives are carried in bins in the back 
of the case where the clerk can reach President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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per gal. in barrel lots; second grade 
white, $2.17; second grade orange, 
$1.82. 


English Venetian Red.—In barrels, 
5\4c. per lb.; in 100-lb. lots, 6%c. per 
Ib. 

Dry Paste.—Barrel lots, 74%4c. per 
Ib. 


POULTRY NETTING. 


Poultry netting, galvanized before, 
63% per cent off list; galvanized 
after, 60 per cent off. 


ROLLER SKATES. 
Union line: No. 5, in 12-pair lots, 
$1.35 each; No. 6, $1.45. Chicago line, 


TWIN CITIES: 


MINNEAPOLIS, MINN., March 25.—The Northwest tributary to the | 
Twin Cities is still marking time, awaiting the opening of spring, 
and the many activities which will start and are awaiting this event. 
Roads in the country are gradually getting into shape for travel, 


No. 101, in-pair lots, $1.30 each; 
No. 103, 40. . 


ROPE. 
Best pure manila rope, 21c. per Ib., 
| base; No. 2 manila, 19c. per Ib., base: 
| best pure sisal rope, 15c. per Ib., base. 


| SAWS. 

| Circular cord wood, 20-in., $1.90 to 

$2.50; 22-in., $2.25 to $3.00; 24-in., 

| $2.60 to $3.50; 26-in., $3.00 to $4.00; 

| 28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 

Crosscut, 5 ft., narrow, champion 
tooth, $1.55 each; 5% ft., wide, cham- 
pion tooth, $2.10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. — 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 
Galvanized sheets, 24-gage, $4.60 per 
ewt.; 24-gage black sheets, $4.05 per 
cwt. 


WIRE CLOTH. 
Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 


WRENCHES. 

Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per cent 
off; genuine Trimo wrenches, 70-5 per 
cent off; Stillson pattern wrenches, 
75-5 per cent off. 








(Minneapolis office of HARDWARE AGE) 


which will start spring business in all lines. 


Among projected activities are extensive road building plans, 
public and business buildings, and similar improvements. 
from over the territory indicate that improvements planned will 
equal and probably exceed those for last year. 
general opinion seems to be that this year will be better in business 


totals than last, in nearly if not all of the Northwest. 


Prices are holding firm, there being but few changes for the past 
slight decline from last week’s prices. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | | 


few weeks. Solder shows a 


RETAILERS, F.O.B. MINNEAPOLIS AND ST. PAUL. 


AXES. 
Single bit, base weight, unhandled 
axes, $15.00 to $16.50; double bit, 


$20.00 to $21.50; single bit, handled, 


$19.25; double bit, handled, $24.25 
doz., net. 
BOLTS. 
Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 


lag screws, 60 per cent from stand- 
ard lists. 
BRADS. 
Wire brads, 
cent from lists. 
BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $2.80 cwt., net 


EAVES 
PIPE AND ELBOWS. 


in 25-lb. box at 75 per 





Haves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40: condue ‘tor pipe, 3-in., in crates, 
not ne sted, $5.10; - in., $7.15 per 100 
lin. ft. elbows, 3-in., $1.73; 4-in., 
$2.88 doz. net. 

FILES. 


First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 


list. 
GALVANIZED WARE. 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85 ; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35: heavy, No. 
$13.20; No. 2, $14.40; No. 3, 315.66 


doz. net. 
GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 


*“Doo-Klip” grass shears, $10.80 


doz.: “Doo-Klip” long handle grass 
shears, 


$18.00 doz. net. 





TROUGH, CONDUCTOR 


| LAWN GOODS. 
Nelson's Perfect 
couplings, $2.25 per doz.; 
Clinching hose menders, 90c. ; 


LAWN HOSE. 


Clinching hose 
Perfect 
per doz. 


| Ks 

| Competition, 5g-in., 3-ply, 54%4c.; 
Good Luck, 5-in., -6- Bs, 9c.; Bull 
Dog, *<-in., ply, 12%c.; Manhat- 


tan Whipcord. Molded, 5g-in., in 500- 


ft. bales, black, 7c.; red, 7%c. ft.; 
coupled in  50-ft. lengths, black, 
5g-in., $7.30; red, $7.80 per 100-ft., 
net. 
LAWN MOWERS. 
| Philadelphia, Style A, 15-in., $18.00; 


17-in., $20.25; 19-in., $22.50: 21-in., 


$25.00 each, net. 
MILK CANS. 
Railroad, 
10-gal., $2.7 
NAILS. 
Standard wire 
coated wire nails, 
keg base. 
| POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


wide neck, 8-gal., $2.50; 


70 each, net. 


cement 
100-]b. 


nails and 
$2.90 per 


PRU NERS. 
“Doo-Klip’” pruners, $10.80 doz., 
| net. 
REGISTERS. 
Cast iron or wrought steel regis- 


ters, 40-10 per cent from lists. 


| ROPE. 

Best grade 
second grade, 10c. lb. ; 
rope, 17%c. lb.; second grade, 
lb. 


ROLLER SKATES. 

Union line, extension, web heel and 

toe straps, plain steel rolls, 75c.; per 
pair. 

Same for boys, 


manila rope, 23c, Ib.; 
best. grade sisal 
16%e. 


with self-contained 


| ball bearing wheels, $1.45 pr. Same 
} for girls, with self-contained ball 
bearing wheels, $1.45 pr. 


Reports 


As stated before, the | 
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Northwest Is Preparing for Good 
* Business Year Despite Present Lull 


Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, ‘$1, 40. 


| SANDPAPER. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78¢e. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 

SASH CORD AND WEIGHTS. 

Sash cord, best grade, 58c. Ib. base ; 
second grade, 3l1c. lb.; third grade, 

25c. lb. base, net and cast iron sash 
weights, $1.95 ecwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round —— _blued, 40 per cent; 
flat head brass. 37% per cent; round 
head brass, 3314. per cent from lists. 


| SCREEN DOORS AND WINDOWS. 
$1.05 


| Doors, common, 2-8 x 6-8, 
each; fancy, $2.60 each; screens, Con- 
| tinental, extension, 24-in , $9.75 doz. ; 
Wabash, extension, 24-in., $5.35 doz., 
| net. 
| SOLDER. 


Warranted half .and half solder, 
} 26%c. lb., and strictly half and half 

solder, 27%c. lb., in 100-lb. boxes, 
| net. 
| 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 
8 Ib., coating, IC, $14.75 box, net. 


| TIRES AND TUBES. 

Mansfield tires, 30 x 314, Liberty 

cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, 

$10.50. Mansfield double service, 29 

x 4.50, $10.68. Mansfield double ser- 

vice, 32 x 6.50, $21.74 


Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
| Tubes, 30 x 314, Liberty, 90c. Tubes, 
| 29 x 4.40. Liberty, $1.13. Tubes, 532 
x 6.00. Liberty, $1.99. 
WHEELBARROWS. 


Hardwood stave tray, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel tray, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


| WINDOW VENTILATORS. 

Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5.00; DeFlekt- 
air, ‘No. 63, $2.50; No. 87, $3.00; No. 
88, $4.70; No. 117, $4.35; Diamond E 
No. 01B, $3.60; No. 01, $4.40; No. 2, 
$4.80; No. 03, $5.60; No. 1B, $4.40; 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 


No. 3L, $7.20; No. 4, $7.60; No. 5, 
$8.40 doz., net. Wurldbest, No. 2, 
$1.75 ; No. 3, $2.00; No. 4 $2.5 No 


5A, $3.00; No. 6A, $4.00: No. 6B, 

$5.50: No. 6C, $5.00 each list, with 

dealers’ discount of 33% per cent. 
WIRE. 

Galvanized barbed cattle wire, $2.89 
per 80-rod spool: galvanized barbed 
hog wire, $3.09 per 80-rod spool; No 
9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 
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Nothing else 
but Quality 


QUALITY! 


Nothing else could account for the 
fact that thousands of farmers have 
used only Cambria Fence for years 
and purchase more of it when they 
need additional fence. Nothing else 
could underlie the steady year-after- 
year increase in Cambria Fence sales. 


The steel that goes into the making 
of Cambria Fence is of the grade se- 
lected by Bethlehem metallurgists as 
the most suitable for the purpose. 
The heavy zinc coating, applied by a 
special process, does not flake, crack 
or peel. This coating protects the steel 
wire without sacrificing resilience, and 
assures years of added service. 

Naturally you prefer to handle in 
your store products so good that once 
a sale is made you can count on re- 
peat sales as the customer’s require- 
ments grow. Cambria Fence is that 
kind of a product. You have to really 
sell it only once. It is an honest prod- 
uct. It gives full value for every dollar. 
For the dealer who sells it, it makes 
new, lasting friends and customers. 

The season when farmers repair or 
replace their old fences and build new 
ones is right at hand. Within the next 
two or three months there will be a 
heavy demand for field fence. Get 
ready to meet the demand with a com- 
plete stock of Cambria Fence. 

Cambria Fence is manufactured in 
a size and style for every purpose. 
Write for complete information, in- 
cluding our attractive dealer propo- 
sition. Address: Bethlehem Steel Com- 
pany, General Offices: Bethlehem, Pa. 


BETHLEHEM 





BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, 
Philadelphia, Baltimore, Washington, 
Atlanta, Buffalo, Pittsburgh, Cleve- 
land, Cincinnati, Detroit, Chicago, St. 
Louis. 

Pacific Coast Distributor: Pacific 
Coast Steel Corporation, San Fran- 
cisco, Seattle, Los Angeles, Portland, 
and Honolulu. 

Export Distributor: Bethlehem Steel 
Export Corporation, 25 Broadway, 
New York City. 


How Bethlehem helps the 
Dealer to sell 


CAMBRIA FENCE 


Imprinted Folders — Litera- 
ture describing Cambria Fence 
and Bethlehem Steel Fence Posts 
with the dealer’s name and ad- 
dress prominently imprinted is 
available to the dealer for dis- 
tribution among his customers. 


Signs, Electrotypes, Lantern 
Slides—The signs are inred and 
white, easy to read from a dis- 
tance. Electrotypes of cuts and 
of Cambria Fence advertise- 
ments are available for the 
dealer’s use in his own local 


advertising. 
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Farm Paper Advertising — 
During the spring and autumn 
buying seasons, Bethlehem 
consistently advertises Cambria 
Fence in State farm papers of 
large circulation. 
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| Adverse Weather Is Retarding 
Al LA N TA: Development of General Business 


| GALVANIZED BARBED WIRE. 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., March 25.—Atlanta hardware jobbers report that 
business in general is off considerably in this territory due to ad- 
verse weather conditions. Farmers, however, have made very good 
headway with crop preparations during the few weeks of good 
weather prior to this time and just as soon as the weather will per- 
mit, progress along this line will resume activity and will, of course, 
stimulate sales. Conditions still indicate good business in this 
territory for the next several months, and both jobbers and dealers 
appear very optimistic over the outcome of the year’s business. 

Collections at this time are reported as being only fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. 


ALUMINUM WARE. | CLOCKS (ALARM). 
Per Dox. Each 
3 qt. connex Kettles .......... $5.50 PO <2 o cchwadekakeeet ene ses $1.05 
4 qt. connex Kettles .......... 6.00 Se ee SOD ky cen pencecse ews 2.29 
. = connex poem MEvaceReee Hey M8 EAIEO: TQNRID) bo +0. osc ccccnces oH 
8 qt. connex Kettles .......... e Big Ben (luminous)............ 3. 
° qt. agg — etigchwewt “ Big Ben De Luxe (luminous).. 4 
in Pe Skee asad : 2 eee “1.7 
of ys eee 6.00 Ben Hur (luminous)............ 2.46 
ST EE oc kes ooh wecee 7.00 DE ie ctwbdbedecntecaesncsnces -75 
4 qt. a go cen GNeetoe yee 10.50 
a, AL es) ee 6.50 ¢ 4 
20 ee. Wreeer FMI... cc cscvess 8.00 } CLOCKS (AUTO) Kach 
1 te SURO: DORON © nos coax ss 2.50 Plain $1 50 
eS 3.50 : hc talrapinn tech yk thts liens peed tay c 
3 at. BRUNE TRAMS .o......ck.. 4.50 RR hss Wie wich Seas dc 9.0 2.10 
es 6.00 
2l4qt. Water pitchers Bi Pe eee 4.80 CLOTHES LINES (WIRE). ; 
4 qt. Water pitchers .......... 6.50 50 ft., $2.00 per doz.; 75 ft., $3.00 per 
10 qt. Preserving Kettle ...... 8.00 doz.; 100 ft., $4.00 per doz. 
1%at. es cPeet oaks sexes 6.50 CLOTHES PINS 
eg a 7.50 > " 
POE, PSIOOAIOS 2.0 es scsceses 9.00 Common, 28c. gross; spring, 75c. 
Sat. Tea Moetiles . ........60250 9.00 gross . ‘ ‘ ‘ 
Seat. oe nations Scan abi S ees 19.88 : 
qt. Dish PS daskivncakswe® 0 
- qt. Dish — Mee sarAayee ee 9.00 COTTON COLLARS. Sie hen 
OS tok Phe Piates i060. .csaee .90 er ° 
2 at. tales stan RS eee Ae re 3.00 TammkforG Comers ...csccccccses $10.00 
4 qt. Dairy RRC RT Ss 4.00 Lankford Jr. Ss sas dk<tuxbe oe 
5 qt. Dairy Pans ............. 4.50 OE OOINED 5s ccs cw wesecess 13.0 
6 qt. Dairy Pans Ee Te rag 6.00 ee re 6.50 
5 Hole muffin pans............ 4.00 
9 Hole ‘muffin pans............ 4.50 COTTON ROPE. 
25c. to 30c. per Ib. 
BACK BANDS. ; 
No. 79, Shop hook, back band 5 in., DUSTERS (FEATHER). 
$3.50 per doz.; No. 122 Shop — 12 oz., $3.50 per doz.; 14 0oz., $4.50 
back band 5 in., $3.50 per doz.; per doz.; 16 oz., $5.50 per doz.; 18 
R19 back band with boss hook, $3.00 0z., $6.00 per doz. 
per doz.; No. B5 back band less 
hooks, $1.75 per doz.; Humane back FORKS. Y 
Seek’ Gea. Ber fos: _ 24 Humane Per. Doz 
ac an r doz. . ; 
Back Band Webbing. —No. 0, in., 4 tine manure forks ......... $10.80 
$5. 25 per 100 ft.: . 0, 5 in., $6. A per 5 tine manure forks .... .... 12.50 
00 ft.; No. 1, 4. in, $3. 50 per 100 ft.; 6 tine manure forks ......... 14.65 
No.5 ny $425 per 100 Fe faen ee oo a 
§ Se  sbadcianeo cages ae 


BALE TIES. 
9 ft., 16% gage, $0.93 per bundle; 9 FREEZERS. 


ft., 16 gage, $1.05 per bundle; 9% ft., 








15% gage, $1.20 per bundle; 9% ft., 1 qt. Frost 3. 
14% gage, $1.45 per bundle. 2 qt. Frost 3. 
3 qt. Frost f 
BOLTS AND NUTS. 4 qt. Frost 5. 
. : 6 qt. Frost . 
Cut thread carriage and machine 8 qt. Frost 
bolts, 60 per cent off; rolled thread, 10 qt. Frost : 
60-10 per cent off; lag screws, 60 per 12 at. Frost g “me 
cent off; hot and cold pressed nuts, 16 at. Prost ee 19.20 
50-10 per cent off; stove bolts, 75 per Be eA cay hl ee - 
cent off. (Less discount—40 per cent.) 
1 at. a ner Eesvews oe 
’ 2 at. ite Mountain ........ .6F 
CHAINS (TRACE). “ees 3 qt. White Mountain ........ 6.75 
f or rr. 4 qt. White Mountain ........ 8.25 
Ge eet cee St Ee re $ .62 6 qt. White Mountain ........ 10.45 
7 —10-—2 BE. W.......... 60500 69 8 qt. White Mountain ........ 13.50 
Te 82 IC, WW ...... 2... soos neee 72 10 qt. White Mountain ........ 18.00 
niles 8—1 E. W...........+.+4-- 83 12 qt. White Mountain ........ 21.55 
BOP BE Be Bee er sesnenesences 88 | (Less discount—50 per cent.) 
Ta B—O FE. W...n. . ccc ceccccs 1.28 nigeser $4.00 
Bo OO OW. occ cciadeeoccven 1.48 op gt 2 i a lng : 
Pit PUREED 5 5 <a xe dows 620 ek8 4.60 
Per Doz OP UR SS See ree 5.55 
Pairs Oe eR ey ae 6.80 
26 — S8—2 Single breast ....... $5.00 | Re ee ee 8.60 
26 in.—Double slack ........... 6.50 CN OIG. oo cok dane Cha ee aes 11.10 
No. 6—Galvanized pump, $7.50 per BO SENRO ok s s o5005 ses caves 14.80 
100 Ib.; porch swing chain, $6.50 and a NER Ok og 2k wah caitaios 4-0 16.65 
$7.20 per doz. dass discount—50 per cent.) 





2 point heavy cattle, $2.50 per 80 
rod roll; 4 point heavy cattle, $3.30 
per 80 rod roll; 4 —— heavy cattle, 
$3.50 per 80 rod roll. 


GALVANIZED WARE. 

No. A tubs, 00 oPer, doz.; No. 0, 
$5.20 per doz.; , $7.20 per doz. ; 
No. 3, $8.40 per yg 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.; 12 
quart, $2. 46 per doz.; 14 quart, $2. 76 
per doz.; ; 16 quart, $3.34 per doz. 

10 quart galvanized fire _ pails, 
round bottom, stenciled, $4.50; 12 
qt., $4.75 per doz. - 

5 gal. garbage cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GRINDSTONES. 
4c. per lb. Common_ grindstone 
fixtures, $6.00 per doz.; ball bearing 
grindstone fixtures, $16.00 per doz, 


HANDLES. 

No. 1, 5 ft. Goose neck hoe handles, 
$2.00 per doz.; No. 1, 5 ft. goose neck 
hoe handles with ferrules, $2.40 per 
=< : 


o. 1 D spade shovel and scoop 
with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cap strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handle with steel D_ cap 
strap and ferrules, $6.00 doz.; No. 1, 
4% ft., “i shovel handles, $4.00 per 
doz.; No. 4% ft., bent spade han- 
dles, $3. 50° per doz.: No. 1, 4% ft., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft. rake handles, $3.00 per doz. 


HARDWARE CLOTH. 


Lineal 
In. Ft. Rolls Per Roll 
2x2 24 100 
2x2 30 100 
2x2 36 100 
3x3 24 100 
3x3 30 100 
3x3 36 100 
4x4 24 100 
4x4 30 100 
4x4 36 100 
6x6 24 100 
6x6 30 100 
6x6 36 100 





HOE (HANDLED). 

6 in. light cotton with 4% ft. han- 
dle, $6.50 per doz.; 6% in., light cotton 
= 4% ft. handle, $6.85 per doz.; 

7 in., light cotton with 5 ft. handle, 
$7.70 per doz.; 7% in., light _— 

with 5 ft. handle, $8.05 per doz.; 8 in., 
light cotton with 5 ft. handle, $8. 40 
per doz. 

6 in. regular cotton hoe with 4% 
ft. handle, $6.85 per doz.; 6% in., 
regular cotton hoe with 4% ft. han- 
dle, $7.25 per doz.:; 7 in., regular cot- 
ton hoe with 5 ft. handle, $8.05 per 
doz.; 7% in., regular cotton hoe with 
5 ft. handle, $8.40 per doz.; 8 in., 
regular cotton hoe with 5 ft. handle, 
$8.75 per doz. 

6% in., straight shank hoe with 4% 
ft. handle, $7.20 per doz.; 7 in., 
straight shank hoe with 5 ft. han- 
dle, $8.05 per doz.: 7% in., straight 
shank hoe with 5 ft. handle, $8.40 
per doz.; 8 in., straight shank hoe 
with 5 ft. handle, $8.75 wer doz.; 
7 in., black land cotton hoe with 
5 ft. handle, $7.25 per doz.: 7% in., 
black land cotton hoe with 5 ft. han- 
dle, $7.50 per doz.; 8 in., black land 
cotton hoe with 5 ft. handle, $7.95 
per doz.: 9 in., black land cotton hoe 
with 5 ft. handle, $8.65 per doz.: 10 
in., black land cotton hoe with 5 ft. 
handle, $9.35 per doz. 


HARNESS GOODS. Per Doz. 


1 in bridles with cupped blinds $12.50 
1% im. oa bridles with cupped 


5 a ee ree 14.50 
1% bridles with pigeon wing 
| RPE Serres rege rn 20.00 
14% in. bridles with square 
winas tems veins .......... . 10.00 


Reading matter continued on page 58 
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A Tested Tool 
from 


Shank to Point | 


T is fair to assert that no 
twist drills in your stock 
receive a more rigorous series of 
tests and inspections than the ones 


bearing, the trade mark MORSE. 


Morse testing, does not show up 
on the counter, but it shows it- 
self plainly enough in the repeat 
orders and increased ‘300d will 


which MORSE Drills produce 


for the dealer who sells them. 











MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS.,U.S.A. 
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Leather Lines Pansies with 24% x 4 % hickory SINGLETREES. Per Doz. 
‘ eS Perr rr rrr rr to ss - 
1 in. x 14 check lines.......... Cant hooks, 2% x 4% hickory , | we a. se ne scsi 0 
i i NWANGISC anwcceccvvesvesssesesese 
Liprin: x16 cheek Tinea. 2.0 cant Mook ‘handles, ig"x 4ik 5, | 38m, eel doubletrces sould or 
24 in. x = Ser ae hickory handle .........s+se. ‘¢ 32 In. steel doubieirees sia oe “ia 
% in. ee - aad] MATTOCKS. swivel center ........++.++:+: 5 
+ Ts tasele Saat oe eee: 24.00 Per Doz. 24 in. or 26 in., hickory single 


COMMON SAD IRONS. 
$6.50 per hundred Ib. 


LAWN GOODS. 

Garden Hose.—% in. 6 ply 50 ft. 
sections Good Luck with connections, 
10c. ft.; 5 in. 6 ply 25 ft. sections, 
Good Luck with connections, 10%%c. 
ft.; % in. 6 ply 50 ft. sections. Leader 
with connections, 8c. ft.; % in. 6 ply 
25 ft. sections, Leader with connec- 
tions, 8%c. ft. Nelson’s Hose Mend- 
ers, 35c. doz. 

Hose Coupling.—% in., % in., % 
in. Common, $1.25 doz.; Nelson P. C. 
Hose Couplings, % in., % in. and 
% in., $2.00 doz 

Hose Washers. —1l1 lb. cartons, 50c. 
Ib. 

Hose Clamps.— 1% in. galvanized 
hose clamps, 35c. doz.; % in. galvan- 
ized hose clamps, 40c. doz. 

Lawn Mowers.—No. 200, 14 in., 4 
blade ball bearing Stearns, $6.50 each; 
No. 200, 16 in., 4 blade ball bearing 
Stearns, $6.75 each; No. 200, 18 in., 
4 blade ball bearing Stearns, $7.00 
each; No. 35, 16 in., 5 blade roller 
bearing Stearns, $12.00 each; No. 35, 
18 in., 5 blade roller bearing Stearns, 
$12.50 each; No. 35, 20 in., 5 blade 
roller bearing Stearns, $13. 00 each. 

Sprinklers.—Rain King Sprinklers, 
$2.35 each; Giant Rain King Sprink- 
lers, $6.67 each. 

Shears.— Grass shears, $9.00 per 
doz.; 8 in. hedge shears, $1.50 each; 
% in. hedge shears, $1.75 each. 

Doo-Klip Products.__Doo-Klip grass 
shears, $10.80 per doz.; Doo-Klip long 
handled grass shears, $18.00 per doz.: 
Doo-Klip pruners, $10.80 per doz. 


LOGGING TOOLS. Each 
% in. skidding tongs........... “ 
1 inn, MRORMINE TONERS... 60260008 4.5 


[PRR ID. wis bas ca swan casas 3. 
Per ion. 
No. a logging dogs on grab 


ME Set enssesu cas sab esau ehiee $4.50 
No. 2 logging dogs on grab 
PI ter ere 
No. 3 logging dogs on grab 
SUED. can vain G yee nwerees euSuse 7.00 


NEW YORK 


NEW YORK, March 25.—There has been very little change in the | 
local wholesale hardware market. 





5 lb. short cutter mattocks, 4 in. $8.50 
6 Ib. long cutter mattocks, 4% 
Whi. GaGiepoase Sis ewsedded cedees 9.00 


MOPS (COTTON). 
14 0z., $5.50 per doz.; 18 oz., $6.50 


per doz.; Betty Bright, self-wringing, 
$8.00 per doz. 






PICKS oer Per Doz 
ee EOE EPPO! CPE! | ere $7.50 
6 to 7 Ib. 8.20 
Se. sss 9.00 
D OM iskees 10.00 
Gs. cess cuctseeuksss ca suatdoes 12.50 

7 ~ Per Doz 

PLOW HANDLES. Pairs 
ree eee $6.00 
Os 2 DR BOE vo nd oc sassc sven’ 6.60 
No. 1 4% ft. straight........... 3.00 
PO. 1 Be, GAPRAME. ccccccccceces 3.25 

POST HOLE DIGGERS. 

$14.50 per doz. 

POULTRY NETTING. 
Hexagon or 
straight line Per Roll 
oe Lee ee $ .90 
|e eae eee 1.29 
eT | Ee ere are 1.52 
ee eee er 2.24 
eS OO SS rrr re 2.97 
OP SD sancvesinccvcsessns 3.71 
eo” —  BPAET eT eee ee 4.45 
Be ED 5s havc cesdhieees eave 2.07 
PPT e ere. Pee 2.97 
ee ee ee ere he ere 3.80 
Se BED bv coco does aguas 9.16 
ee | TTT CLE rT ere Tee 6.90 
Mh ore eee, BC Eee 8.62 
Te CM EAD ini cists cvcdcurncs 10.35 

RAKES Per Doz 
12 EO DOW TERON ss o2ccs.0ns te $8.60 
he 2 gg. reer 9.00 
16 Tine bow rakes ............. 9.50 
10 Tine malleable rakes........ 5.00 
12 Tine malleable rakes........ 5.40 
14 Tine malleable rakes........ 7.00 
16 Tine malleable rakes........ 7.50 
16 Tine TORE TAKOGS........ sso 13.50 
Steel flexible brume rakes...... 7.65 





trees with end hoop hooks... 4.00 
26 in., hickory singletrees with 
long back straps with end loop 


ROOMS. ccccccssccecscsecesevecs 4.50 
26 in., hickory singletrees with 
full back strapS .........-.- 6.00 
SKATES. 


Chicago roller skate pee, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2.75; 
No. at, $1.35; No. 103 and 105, $1.40. 

No. 5, Union roller skates, $1.75; 
No. 6, $1.7 No. - $1.65; No. 130, 
$2. 00; ‘No. TROL, $2.15. 

Skate keys, na 
— 10c., ex 4 

Boys’, No. Wid, $1.15; Girls’, No. 
WIG, $1.2 


STOVE PIPE AND ELBOWS. 


per doz.; extra 


Per gd ‘7 ts. 
29 gage 5 inch pipe...........- $12.0 
29 gage 6 inch pipe............ 13:75 
20 gage 7 inch: Pipe. ...355%.0<. 15.00 
29 gage 7 x 6 inch pipe........ 16.00 
1 piece corrugated elbows, 30 : 
mers © TUN wo ivi s:<0.0b. 000 oss doe 1.25 
1 piece corrugated elbows, 30 
NG I Ms ho.c508 dae 8s > 08s 1.35 
1 piece corrugated elbows, 30 
fe Re ee eae 1.95 
STRAP HINGES = 
- Pairs 


20 Sa OI CO GD TI CO 
= 


10 in. 
12 in. 


WASH BOARDS. 
King Wash Boards, $3.50 per doz.; 


Oval Oak Wash Boards, $4.50 per 
doz.; No. 66 Brass Wash Boards, $6.50 





per doz. 

WATCHES. Each 
Pocket Ben (plain)............. $1.05 
Pocket Ben (luminous)......... 1.58 
SP ROOMS oe cane Vhs sekuecieeea 85 





Business continues to lack the 


briskness which has been expected due to light retail stocks and the 
fact that sales have been running somewhat behind the levels of last 


year. 


It is generally felt, however, that when spring weather stim- 


ulates some spring business there will be definite activity to this 


market. 


Wholesalers are quite optimistic in viewing the spring 


and early summer outlook. They state that the lower sales volume 
of 1930 as compared with the first three months of 1929 is not as 
alarming as some would believe and that the difference is declining 


each week. 


Prices in the main continue unchanged. 


With the notable excep- 


tion of certain wire products there is little competitive pricing in 
this territory. Collections throughout the Metropolitan section are 
not very satisfactory at the present time, but will likely improve 


with the inception of some spring selling activity. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.0.B. NEW YORK. 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 

Stove bolts, 75 and 10 per cent off 
list. 


Machine bolts, all sizes, 60 per cent 
off list. 
Step bolts, 50 per cent off list. 
BUTTS. 
Loose Pin Plated Steel Butts, 3 





Prices Generally Continue Firm 
Collections Slow and Sales Moderate 


9 


oe Higa per me in less than case 
lots, 3% x 3%, 17%c. per pair in 
less than case lots. Full case lots, 
l6c. per pair, 4 x 4, 25c. per pair in 
less than case lots. Full case lots, 
23l6c. per pair. 4% x 414, 55c. per 
pair, 5 x 5, 99c. per pair. 


CEL-O-GLAS OR VIMLITE. 


36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 
each; 36 in. wide, 25-ft. rolls, $7.60 


each, 


CLOCKS AND WATCHES. 

Pocket Ben Watches, plain, $1.05 
each, luminous, $1.58; Baby Ben 
Clocks, plain, $2.29; luminous, $2.98; 
Big Ben Clocks, plain, $2.29; lumi- 
nous, $2.98; Auto Clock, plain, $1.50; 
luminous, $2. 10; Baby Ben De Luxe 
Clocks, plain, $2. 46; Juminous, $3.16; 
Big Ben De Luxe Clocks, plain, 2.46: 
luminous, $3.16; Sleep-Meter, plain, 
$1.40; luminous, $2.10; Tiny Tim 
Clocks, $1.50 each : Monitor Clocks, 
75c. each: Ben Hur Clocks, plain, 
$1.76: luminous, $2.46; American 
Clocks, plain, $1.05. 


EMERY CLOTH. 


Per quire—24 sheets. Size 00, $1.19 
per quire; size 0, $1.19 per quire; size 
%, $1.23 per quire ; size 1, $1. 30 per 
ete size 1%, $1.36 per auire.; size 
2, $1 45 ber quire; size 214, $1.56 per 
quire; 17. _" $1.68 per quire; Crocus 
doth, $1.1 


Reading matter continued on page 60 
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The photograph at the right 
was made during extensive tests 
under practical farm conditions 
under the direct supervision 
of Johnson & Johnson labora- 
tory specialists. It shows how 
quickly milk flows through the 
Rapid-Flo Filter Disk 





NOTICE 
The Special Offer of 
Free Rapid-Flo Steel 
Disk Cabinets expires 
at midnight April 30, 
1930. Mail your order 

NOW! 


The Fastest Efficient Milk Filter Disk 


RAPID-FLO—by JOHNSON & JOHNSON 


FREE CABINETS FOR 
RAPID-FLO FILTER DISKS 


Being Advertised 
to your Customers 


This handsome, convenient, y & 


steel disk storage cabinet is a 
feature of the introduction ot 
Rapid-Flo Disks tothe dairy in- 
dustry. Advertisements are tell- 
ing dairymen they can obtain Qofmronefohnion 
one of these cabinets Free with ac en 
each purchaseof600Rapid-Flo ae a Ee 
Disks from their doko For oe 
every 600 disks you order from 
us to meet the demands created 
by this introductory offer, we 
will ship you Free one of these 
cabinets. The supply is limited. 
Write today for full information. 


A Special Spring 
Campaign in these Publications 
The new Rapid-Flo Disk and the Free Cabinet Offer are 


being advertised in these leading dairy and farm 
publications: 


American Agriculturist Dairymen’s League News 
Wisconsin Agriculturist Hoard’s Dairyman 
New England Dairyman Pennsylvania Farmer 


California Cultivator 





Stock Rapid-Flo Filter Disks as the leader in your line of 
dairy filter products. Interest in them is widespread because 
of their new-day efficiency and the Free Steel Cabinet offer, 
now being advertised to the dairy industry in an intensive 
Spring campaign in leading dairy and farm publications. 
The time needed to filter milk thoroughly has been prac- 
tically cut in half with the development of this new disk. 

Rapid-Flo enables dairymen to finish work on time, 
yet to filter every can of milk efficiently. It is a quality 
product of quick turnover and good profit possibilities 
that you will want to stock at once. Mail coupon below 
for free samples and full information. 


DAIRY FILTER PRODUCTS DIVISION 








NEW BRUNSWICK NEW JERSEY 


MAIL COUPON FOR FREE SAMPLES AND FULL INFORMATION 


! 

Dairy Fitter Propucts Division, I 
Johnson & Johnson, New Brunswick, N. J. 
Without obligation, please send us Free Samples of the Rapid-Flo Filter Disk | 

and full particulars of the Free Filter Disk Cabinet Offer you are making for 
distribution through dealers. \ 

| 

| 

1 

1 

' 

1 

| 
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LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, l5c.; 5 barrels or more, 
14.6c.; carload lots, 14.2c.; tank cars, 
13.4c. Prices apply to the Metro- 


FILES. | 
| 
GRASS AND PRUNING SHEARS. | politan area and include truck de- 
| 
| 
| 


First quality files, 50 per cent from 
list. Competitive quality files, 60 and 
10 per cent from list. 


“Doo-Klip” grass shears,’ $10.80 livery of small lots to store door 
per doz.; “Doo-Klip’” long handled within ‘ prescribed limits, Tank car 
grass shears, $18.00 per doz.; “Doo- prices include delivery within a stip- 


Klip” Pruner, $10.80 per doz. Com- ulated zone. Boiled linseed oil is 
petitive grass shears, 5% in. blades, quoted at 4c. per pound additional. 
25c. each. Good quality, 5% in. 

blade, grass shears, 75c. each. High NAILS. 

grade grass shears, 7 in. blades, $1.00 Wire nails, Standard New York 
each. Competitive Pruning Shears, Stock extras apply to the following 
25c. each Other Pruning Shears, base prices in the localities indicated : 


64c., 67c., $1.05, $1.15, $1.20, $1.66, 


s Base price for New York City 
$1.83 and $2.50 a. : A 


Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 


JUVENILE VEHICLES. sau and Suffolk counties, $3.50 per 
Velocipedes, No. 840, $5.95; No. 841, keg. Cut nails, less than 10 kegs, 
$6.55; No. 842, $6.90, and No. 843, $3.90; over 10 kegs, $3.65 per keg. 


$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. 852, $8.15; No. 853, $9.70. ROLLER SKATES. 


Sidewalk cycles, No. 900, $9.40; No. — : : 
ws “99 — Bg 922. $37.50" pane Roller skates, Union line, extension 


No. 932, $17.50 each. web heel and toe straps, plain steel 
Coaster wagons, No. 750, $1.80 each ; rolls, 72c. per pair; same with toe 





10-inch wheel, 5 blade, ball bearing, 
Pear. . a betas Th — Sash cord, Sampson Spot, No. 7, 

2.75; 19-inch reel, 3.25; 21-inch Ble.: N § 60c.: J 
reel, $14.00; 11-inch wheel, 5 blade, cas gag Sy Figen Maga Rho rg 
roller bearing, 15-inch reel, $19.00; . 7. 480 ce Ib ay 8 42 : ™ 
17-inch reel, $20.00; 19-inch_ reel, No. 7, #8c. per Ib.; No. 8, 2c. per Ib. 
$21.00: 21-inch reel, $22.00. March Sachem, No. 8, 38c. per Ib.; No. 9, 
1 dating is allowed. 33e, per Ib. 


No. 751, $2.25, and No. 761, $3.25 clamps and web heel, 78c. per pair; 
¥ es Io 201 0: same for boys with self-contained 
each. Doll carriages, No. 200, $1.60; t a “gg 
No. 216, $3.35; No. 222, $3.90; and ball bearing wheels, $1.42 per pair; 
No. 232, $6.50. Prices are each and ~~ - “vag oh inate aie 
oO SKeé s a ssories: », 
mee ns coaches, No. 262, $3.65; No. 2%c. each; skate wheels, with self- 
266. $6.25, and No. 270, $10.95. Prices contained ball bearings, 19¢c. each; 
ara cach ad mot : ball bearings, 15c. per 400; axles, 3c. 
: J each ; yet Ty 15c. per 100; FF cag 
LAWN MOWERS. nuts, 1 per 100; axle nut washers, 
4 60c. per 100; adjustment binding 
_ 8-inch wheel, 3 blade, plain bear- bolts, Pp5c. per 150" and toe clamps, 
ing, 12-inch reel, $4.50; 14-inch reel, 12c. per pair. 
$5.00; 16-inch ‘reel, $5.25; 8-inch Chieftain line, No. 400, for either 
wheel, 4 blade, ball bearing, 12-inch | boys or girls, self-contained ball 
reel, $5.50; 14-inch reel, $5.85 ; 16-inch } bearings, $1.45 per pair; Redskin line 
reel, $6.20; 9-inch wheel, 4 blade, ball | for boys or girls, 84c. per pair. ; 
bearing, open wheel, 12-inch reel, | Chicago line, No. 181, $2.65; No. 
$5.85; 14-inch reel, $6.20; 16-inch reel, 183, $2.75; No. 185, $2.75; No. 101, 
$6.50; 18-inch reel, $7.25; 10-inch | $1.33; and Nos. 193 and 105, $1.38 per 
wheel, 4 blade, ball bearing, 12-inch | pair ! 
reel, $6.15; 14-inch reel, $6.50; i. | : 
inch reel, $6.85; 18-inch reel, $7. | SASH CORD. 
| 


SANDPAPER, BOXED. 

Size, 00, 100 sheets, 83c. per box; 
size 0, 100 sheets, 83c. per box; size 
%, 100 sheets, 89c. per box; size A 
75 sheets, 74c. per box: size 1%, 5 
sheets, 56c. per box; size 2, 50 ate. 
65c. per box; size 2h. 50 sheets, 71c. 
per box; size 3, 25 sheets, 41c. per 


OX. 
Utility packages of sandpaper, 64c. 


each. Full cartons of 72 packages 
are subject to an additional per cent 
discount. 

SCREWS. 


Wood screws, flat head, . bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated; 25 and 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
37% and 10° round head, brass, 32% 
and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7% per cent discount. 


TIRES AND TUBES. 

Mansfield tires, 4 ply, balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11. 10: tubes, $1.85; 30 x 5.25, 
$11.90; tubes, $2.05; 31 x 5.25, $12.25; 
tubes, $2.05; 29 x 5.50, $12.65; tubes, 


Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16. Oe: tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.50; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
Prices in al] instances are each. 


WIRE CLOTH.. 
First quality, black, 12 mesh, $1.65; 
first quality, galvanized, 14 mesh, 
$2.10; competitive quality, galvan- 
ized, 14 mesh, $2.05; first quality, 
bronze, 14 mesh, $5.60; competitive 
quality, bronze, 14 mesh, $5.50; first 
quality, capper, 14 mesh, $5.15. 
Prices are quoted for 100 sq. ft. 





f.o.b. dealer’s store. 


(| N C| N N AT]: Change in Weather Should 
¢ Improve Hardwate Sales Volume 


c (Cincinnati office of HARDWARE AGE) 
CINCINNATI, March 25.—With cool and uncertain weather con- 


ditions prevailing in this district, the demand for seasonal hardware 


articles receded noticeably during the last two weeks. Accordingly, 
local hardware jobbers indicate that the volume of business so far 
this month is below the level of the first half of February. On the 
other hand, staple merchandise has been fairly active, but the de- 
mand has not been sufficient to offset the decline in other items. 

Of course, since dealers are not purchasing steadily from jobbers, 
the retailers in turn are not cleaning their shelves as rapidly as 
would be desired. In fact, local retailers are not enjoying a very 
brisk consumer demand, but with improvement of weather condi- 
tions an opening of business is anticipated. 

Industrial employment is less than a year ago and about on a 
parity with February. The local condition as regards unemployment, 
however, is not as severe as in other industrial centers. A slight 
improvement, however, has been noted in the construction trades, 
but since this field suffered most from the general easing of busi- 
ness, any change would be readily noted. 

Except for a slight advance on galvanized sprinklers, there has 
been no change in prices in this district. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


Reading matter continued on page 


AUTOMOBILE ACCESSORIES, 


Balloon Cord Casings 

High Medium Low 
Grade Grade Grade 
1 42 $6.15 $4.94 








10.06 6.88 5.50 
11,12 8.23 6.96 
11.41 8.49 7.18 
13.36 10.21 8.60 


: 15.42 11.93 10.36 
15.96 12.31 10.70 





High Pressure Cords 


_) > Serer $3.89 
30x3%...... isaus $5. 20 4,15 
oo. ere re 8.98 7.87 
os Sas $11.82 9.58 7.93 
32X41, .. 20 0e Some 12.95 11.22 
Balloon Inner Tubes 
RGD swcsewswss sakes $1.30 $1.12 
ot) es 1.38 1.19 
oS , a reor oes 1.49 1.30 
od , Se rere 1.52 1.34 
PRMD. sicse kia ui ve sae 1.75 1.56 
BEI. ones aewwan ans 2.05 1.82 
BORON... Uris Kass ciaieease 2.16 1.93 
High Pressure Tubes 

a ee eer e eee $0.78 vas 
30x31%4 Regular ....... 1.04 $0.89 

OVGrsize ....62. 1,12 + eam 
BEG Neenvsecnagsvaesees .38 1.19 
a re pe 1.41 1.26 
BORE 545s)00 suheeeneear 1.52 1.30 


All prices on tires and tubes are 
subject to 5 per cent allowance. 

Polishing Cloths. — Lastic, $3.60 a 
doz. 
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Deer Croups 


keep uniform 
mesh-= 


ERE’S a screen cloth that is harder, 
H stronger and more durable than ordi- 
nary copper wire screening. Chase Bronze 
weaving wire is pure copper with just enough 
zinc added to harden it. That’s something to 
tell your customers. 

The screening does not sag or bulge. The 
wires do not slip and destroy the uniformity 
of the mesh. Each wire is kept in place by 
deep crimps. What house owner won’t wel- 
come this point? 

Chase Bronze Screen Cloth is a permanent 
and attractive addition. It cannot rust. It 
requires no painting to protect it from the 
weather or to clog the mesh so that light and 


air are shut out. 

It is easy for you to get a stock of this 
profitable item, Through the Chase Ware- 
house System you have an infallible source 
of supply. There are 18 warehouses placed 
throughout the country, and in practically 
everyimportant city a jobber’s stock of Chase 
Screen Cloth .. . of copper tacks and brass 
escutcheon pins, too. 


Don’t delay your order. Chase Bronze 
Sereen Cloth comes in a bright (or natur<l) 
and an antique finish... in 14-, 16-, and 18- 
mesh... in all even widths from 18 to 48 
inches. Other widths supplied on special 
order. 

The cloth is shipped in rolls—with no 
more than two pieces to every roll. 


Waterbury, Conn. 








Deep crimps keep each 
wire in place. 





CHASE BRONZE SCREEN CLOTH 


A PRODUCT OF CHASE BRASS AND COPPER CO. — Incorporated — 


WAREHOUSES — New York . . . Boston... Newark ... Philadelphia... Baltimore .. . Cincinnati 
Cleveland ... Detroit... Chicago... St. Louis... New Orleans .. 
Buffalo... Milwaukee... Minneapolis... Seattle... Oakland... (Also Branch Offices in Pittsburgh and 


Dallas.) Canadian Rep.: W. E.Booth Co., Ltd., Toronto, Ontario. Mills and Home Office, Waterbury, Conn. 


- Los Angeles .. . San Francisco 
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Polish.—I. C. U., % pint, list, 40c., 
$3.00 a doz.; 1 pint, list, 55c., $4.70 a 
doz.; 1 quart, list, 90c., $7.80 a doz. 
Tip Top Satin Finish, 8 oz., list, 60c., 
$4.68 a doz.; 16 oz., list, $1.00, $7.80 
a doz.; 1 quart, list, $1.50, $11.70 a 
doz. 


BOLTS AND NUTS. 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent off 
list. 


BUILDERS’ HARDWARE 
Sash Weights.—Sash weights, $2.00 
per 100. 
Inside Sets.—Square bevel inside 
sets in case lots, $4.10 per doz. 
Butts.—3'% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


CHAMOIS SKINS. 
13 x 16, 38c. each; 14 x 18, 57c. 
each; 15 x 20, 70c. each; 17 x 23, 88c. 
each; 16 x 24, $1.10 each. 


GALVANIZED SPRINKLERS. 
4 quart, $5.30 a doz.; 6 quart, $5.80 
a doz.; 8 quart, $6.65 a doz.; 10 quart, 
$7.40 a doz.; 12 quart, $9.00 a doz.; 
16 quart, $10.86 a doz. 


GARDEN TOOLS. 
Spades and Shovels.—Polished, $9.25 
a doz.; black, $8.00 a doz. 
Hoes.—First grade, socket 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Cronks, weed- 


ing, No. 1, $4.20 a doz.; Cronks, 
weeding, No. 4, $4.50 a doz. 
Rakes.—First quality, 14 tooth, 


$9.84 a doz.; Competition grade, $5.25 
a doz. 

Spading Forks.—First quality, reg- 
ular, $15.84 a doz.; Extra Heavy, 
$21.12 a doz.; Competition, $10.80 a 
doz. 

GRASS CATCHERS. 


Galvanized bottom, medium, $7.20 
a doz.; large, $8.00 a doz. 


BOSTON: 


Boston, March 25.—Local February jobbing sales ran ahead of | 
those for the corresponding month last year, and with the end of 
March only a few days ahead of us it is reasonably certain that 1929 
Yet the character of retail buying is | 
what might be termed streaky. That is, it seems at the moment to 
be running in relatively unimportant channels; has no general 
To illustrate, there is quite a call for automobile tires and 
at least two styles of clocks, yet accessories otherwise are slow. 
Water rollers for the lawn are perhaps selling better than they have 
in two years, but other lawn goods orders are like pulling teeth. 
roller skates are selling better than could be expected with a cold wet 
spring. Brooders are in excellent demand; incubators and other 
Garden tools are going quite well; 
And so it goes. 

The two most important price changes announced by jobbers the 
past week were in the Maydole line of hammers, and in sheet lead. 
The Maydole organization has put out a new list and new discounts, 
which virtually amounts to a slight advance in the cost to the re- 
In contrast, sheet lead has dropped 1c. a pound, the 
Retailers 


will be beaten once again. 


aspect. 


poultry supplies rather flat. 
insecticides, etc., quite poor. 


tail dealer. 


result of a pretty sick lead market the past few weeks. 
who did not go in for pitching horse shoes last season may be in- 








GRASS SHEARS AND PRUNERS. 

Doo a shears, $10.80 per dozen; 

Doo Klip long handled shears, $18.00 

per dozen; Doo Klip pruners, $10.80 
per doz. 


HOSE. 
Double braid, 500 ft. reels, with- 
out couplings, % in., $6.50 per 100 
ft.; 5% in., $7.00 per 100 ft.; % in., 
$8.00 per 100 ft. 


HOSE REELS. 
Victor, $1.10 each; No. 
each. 


LAWN SPRINKLERS. 
Fountain, $6.50 a doz.; % Fountain,* 
$5.50 a doz.; Rain King, $28.00 a doz.; 
Majestic, $40.00 a doz. 


LAWN MOWERS. 

Low grade, 12-in., $4.60 each; 14- 
in.. $4.75 each; 16-in., $5.00 each. 

Plain Ball Bearing, medium, 14-in., 
$6.50 each; 16-in., $6.85 each; 18-in., 
$7.20 each. 

High wheel, five-blade, 14-in., $11.00 
each; 16-in., $11.50 each; 18-in., $12.00 
each; 20-in., $12.75 each. 


LAWN ROLLERS. 
No. 2, $7.90; No. 4, 
$11.75; No. 7, $13.50. 


MOPS. 

Betty Bright self-wringing mop, 
No. 10, $8 per doz.; Betty Bright 
self-wringing mop head, No. 20, $4 
per doz. 


NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gal.; turpentine, in 2 bar- 
rel lots, 60c. per gal.; white and red 
lead in 500 Ib. kegs, 14%4c. per Ib., 
less 10 per cent. 


10, $3.10 


$9.50; No. 5, 





(Boston Office of HARDWARE AGE) 


terested to know that the cost is down 15c. a pair. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | 


50 pair in one shipment, 40 per cent 


RETAILERS, F.O.B. BOSTON. 


RADIO BATTERIES. 
Net Price Net _ 


¢ c 
Less Unit In Unit 


Stock No. Pkg. exe 
Super B bat., No. 2138. .$3.20 $2. 
Super B bat., No. 22308. 2.22 2.06 
B batteries, No. 10308. 2.81 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370.. .38 35 
A batteries, No. 6..... .40 3514 


Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
| 92308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50 


RADIO TUBES. 

MX199 general purpose tubes, $2 
each; MV199 seyeral purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MxX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227 
detectors, $2.50 each. 

These prices are subject to 40 and 
10 per cent discount on -Sonatron 
tubes and 40 per cent discount on 
Arcturus and Eveready Raytheon 
tubes. 


SCREWS. 

Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
bright wire -geods, 85, 20 and 5 off 
list. 


| SPONGES. 
| 25e. size, $2.00 a doz.; 35c. size, 
.75 a doz.; 50c. size, $4.00 a doz.; 
5e. size, $6.00 a doz.; $1.00 size, 
8.00 a doz. 








RA=-109 


Retail Hardware Demand Is Running 
Largely to Special Kinds of Merchandise 


| AUTOMOBILE ACCESSORIES. 
Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 
Tires.—Mansfield line heavy duty 
cord, clincher, 30° x 3%, $7.25 each, 
list; straight side, 30 x 344, $9.85; 31 
x 4, $12; 32 x 4, $12.80; 32 x 4, $13.45; 
2 x 4%, $17.30; 33 x 4%, $18; 34 x 
414, $18.60; 33 x 5, $23.50. 
12% and 10 per cent. 
Tires.—Mansfield line, truck, 8-ply 
cord, 32 x 4%, $23.70 each, list; 33 x 
414, $24.55; 30 x 5, $28.40; 34 x 5, 
$33.70; 35 x 5, $34.50; 10-ply, 32 x 6, 
$47.15; 36 x 6, $51.80; 38 x 7, $72.60; 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. 
Tires.—Mansfield line, balloon, 4.40- 
19, $7.80 each, list; 4.50-20, $8.85; 
5.00-19, $11; 5.25-18, $12.35; 5.25-20, 
313.25; 5.50-19, $14.10; heavy duty, 
6-ply, $4.40-21, $11.50; 5.25-21, $16.35; 
5.50-20, $17.85; 6.50-19, $22.30; 7.30-20, 
$34.50. Discount 12% and 10 per cent. 
Tires. — Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 
list, $5.25-21, $25.45; 5 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 
count 30 and 10 per cent. 
Tire Chains.—30 x 3%, $4.50 a pair, 
list; 31 x 4, 5.50; 32 x 4, 6.50; 33 x 
4, $5.75; 32 x 4%, $6.25; 33 x 4%, 


oO 


Discount 


31 _x_ 4.40, 





33 x 4.95, $6.50; 34 x 4.95, $6.75; 28 x 
5.25. $6.75; 29 x 5.25, $6.75; 30 x 5.25, 
$6.75; 31 x 5.25, $7. One to nine pair: 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount: 


discount. 


Reading matter continued on page 64 
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Week of 
March 23rd to 29th 


The month that brings spring 
showers will also bring a de- 
luge of Winchester national 
advertising. Our 1930 cam- 
paign will swing into full 
stride during April. 


——— 







Saeco esoteric 
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First of a series of thirteen full 
pages in color which will ap- 
pear in the Saturday Evening Post 
every fourth week to feature Win- 
chester Quality Products. Don’t 
miss the first of this series in the 
issue of April 26th. 


{ 
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FTESTER 


TRADE MARK 


Advertising PLUS 


for dealers in 


Winchester 


This smashing color cycle in the 
Post comes on top of our regular 
schedule in thirty-one publications 
with a combined circulation large 
enough to cover all the reading 
families in the whole United States. 


Produets 


WINCHESTER 
ADVERTISING 
FOR 1930 HAS 
A CIRCULATION 
OF MORE THAN 
22,000,000 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


New York Office and Showroom 


312 Broadway 
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CLOCKS. 
Clocks.—Westclox line, with plain 
dial, $1.50 each net; with luminous 


dial, $2.10. 


BRIDGE SMOKING SETS. 


Bridge Smoking Sets. — Stanley 
Works line, two trays, four ash trays 
and cigarette holders in set, assorted 
colors, $2.95 a set, net. Individual 
cigarett holders, 60¢. each, net. 


CAMP KNIVES. 


Camp Knives.—With 
RH4, $8 a doz. net. 


sheath, No. 


CHEMICAL TOILETS. 


Chemical Toilets. — Independent, 
No. 1, $5.25 each net. 


Solvents.—Eureka line, in powder 
form, $4.88 a doz. packages net; in 
liquid form, $1.35 a can. 


DOLL CARRIAGES. 


Doll Carriages.—Standard make, 8 x 
17% in., $1.75 each net; 9 x 17% in., 
$2.80; 9 x 17% in., $3.50; 9% x 18% in., 
$4; 1034 x 21 in., $5.25; 12 x 33 in., 
$6.73; 13 x 24% in., $8.25; 18% x 
24% in., $10.50; 1334 x 26 in., $13.50. 


GARDEN TOOLS. 


Garden Sets. — No. 3FSX, steel 
shovel, hoe and rake, $15.40 per doz. 
sets, net; No. FH, steel hoe, spade, 
rake and fork, $9; other sets range 
in prince from 10c. per set to 50c. 


HAMMERS. 


Hammers.—Maydole line, new list 
and new discount of 33%, 10 and 5 
per cent. 


HORSE SHOES. 


Horse Shoes.—Pitching, Diamond, 
official, 85c. a pair net; official set, 
No. 1, $3 a set net. 


INSECTICIDES. 


Bug Death.—In 1 Ib. containers, 
$1.64 a doz. net; in 5 lb. containers, 
$6.63; in 12% lb. containers, $15.75; 
in 100 lb. containers, $8.88 each. 

Pyrox.—One Ib. jars, in 100 lb. lots 
$7.80 per 100 lb.; in lots of less than 
100 Ib., $8.04; in 5 Ib. drums, 
lots, $15, small lots, $15.60; in 10 Ib. 
drums, large lots, $13.50, small lots, 
$14.50; in 25 lb. drums, large lots, 
$20.50; small lots, $21.20; in 50 Ib. 
drums, large lots, $8.75 a keg, small 
lots, $9.25; in 100 lb. drums, $12.50. 
Foregoing prices are for not less than 
crate lots. Less than crate lots: 1 Ib. 
jars, 33%c. each; 5 Ib. drums, $1.30; 
10 Ib. drums, $2.35; 25 lb. drums, $5.30. 

Insecticides.—Powdered white hel- 
lebore, in % lb. containers, 48c. per 
lb. net; % 1b. containers, 35c. per Ib.: 
1 Ib. containers, 27c. 3ug death, in 





1 lb. containers, $1.44 per doz. net; 
in 3 lb. containers, $3.75; in 5 lb. con- 
tainers, $5.62; in 12% lb. containers, 
$13.50; in 100 lb. containers, $7.50 
each. Black Flag, liquid, half pints, 
35c. each; pints, 60c.; in powdered 
form, gun, 10c., small, 15c., medium, 
40c. In-A-Minute, small, $3 per doz. 
net. 


LAWN ACCESSORIES. 


Hose.—Rubber, garden, Commer- 
cial, 5% in., 6%c. per ft., net; Leader, 
% in., 634¢.; % in., 7%4c.; Vigilant, 
5 in., 834c.; Olympia, % in., 8%c.; 
Good Luck, 10%c.; Bull Dog, % in., 
13%c. 

Lawn Mowers.—Roller bearings, 16 
in., $18.25 each net; 18 in., $19.50; 
20 in., $20.75; roller bearers, 16 in., 
$16.75; 18 in., $17.50; 20 in., $18.75. 
Automatic style, 11-5, 16 in., $12, 18 
in., $12; 20 in., $14. Style 10-4, 14 
in., $9.75; 16 in., $10.50; 18 in., $11.25; 
20 in., $12. Style 9-4, 14 in., $9; 16 
in., $9.50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in.; special, style 
8-4, 14 in., $8.50; 16 in., $8.90; 18 
in., $9.30; special, style 8-3 plain 
bearing, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 

Sprinklers.—Nelson rotary, $12.80 a 
doz. net. 

Coupling.—Nelson perfect clinching, 
self fastener, $2 a doz. net; cor- 
rugated, $1.30; perfect clincher house 
mender, $9.60 a gross, net. 

Rollers. — Water, Dunham, with 
roller bearings, No. 5, $12.70 each net; 


No. 7, $14.60; No. 9, $16.50. With 
plain bearings, No. 2, $8.55; No. 4, 
$10.15. 


POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73; No. 1, $16.25; No. 2, 
$31.15; No. 3, $40.43; No. 4, $47; No. 
5, $74.90. 

Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity, $13.83; No. 
92, 200 chicken capacity, 17.33; No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
and 10 per cent discount. Direct mill 
shipments, galvanized after weaving, 
50 and 60 per cent discount. 

Staples. — Galvanized, in 100! Ib. 
packages, $5.90 per 100 lb.; in 10 Ib. 
packages, $7.15; in one pound pack- 
ages, $8.15; in %-lb. packages, $8.90: 
in %-lb. packages, $10.65. Direct 
shipments, in car lots, $4.15 per 100 
Ib.; in less than car lots, $4.40. 

Troughs, etc.— Feeding troughs, 
$1.20 to $4 a doz. net: feeders and 
fountains, 60c. to $3.67; drinking 
fountains, 1%4 qt., $6.50; 3-qt., $11.75; 
dry mash hoppers, 30c. to $6.67 each 
net: fountains, $2.80 to $40 a doz. net: 





mash feeders, $80; oat sprouters, $3.65 
each net. 

Egg Crates.—New model, metal, 
capacity 1% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 


Accessories.—Replace sections of 6, 
9c. each net; address cards, 2 c. each. 

Waterglass.—In pint containers, 
$1.25 a doz. net; in quart containers, 
$1.85; in gallon containers, $6.50. 


Miscellaneous.—Hen’s nests, wire, 
No. 10, $1.58 a doz. net; No. 15, $2: 
Egg testers, $2 a doz. net. Nest 
eggs, $2.35 a gross net; lice resisting 
nest eggs, $4.33. Incubator thermom- 
eters, No. 5776, $5.40 a doz. net. 


SHEET LEAD. 


Sheet Lead.—Standard makes, 13c. 
a os base, list. Discount 20 per 
cent, 2 


SKATES. 


Ice. Skates.—Union line, men’s No. 
524%, $1.19 per pair net; No. 424%, 
$1.49; hockey and figure, $2.58; Can- 
adian hockey, No. 5%, 85c.; ladies, 
No. 52, 97c.; No. 5624, $1.13; No. 
5624%, $1.43; No. 57241%4L, $1.44; 
children’s bob skates, 32c. 


Skates.—Roller, Union line, No. 2, 
70c. per pair net; No. 3 Ls 
$1.40; No. 6, $1.45; No. 10, $1.10; 
Chicago line, No. 181, ; 
No. 181, girls’, $2.75. 
No. 103, 80c.; No. 1005, $1.30; No. 105, 
$1. Winchester line boys’, $1.50 a 
pair net; girls’, $1.58; rink, No. 3731, 
$3.10; No. 3732, $3.18. 

Straps. — Skate, with common 
buckles, % x 20 in., black and rus- 
set, $1.70 per doz. pair net; 5% x 30 
in., $2.40. Patent leather, 5 x 20 in., 
. and russet, $2.38; 5 x 30 in., 


SPONGE BALLS. 


Sponge Balls.—Competitive, No. 202, 
80c. a doz. net; No. 208, $2. No. 888, 
Junior Baseball, 75c. a doz. net; 
White Star, No. 8172, 40c., No. 8775, 
$7; White Star striped, No. 5, $3.20, 
No. 6, $4; White Educational, No. 
8480, $2: Tennis ball, $2; Miller giant 
beach, No. 3858, $12. 


VELOCIPEDES. 


Velocipedes.—_No. C00, $2.65 each 
net; No. D0, $4.50; No. Dl, $5; No. 
D2, $5.25; No. El, $6.75; No. E2, $7.75. 

ambler blue, No. 160, $7; No. ‘ 
$7.50; No. 162, $9; No. 163, $10.50. 
Boycycles, Columbia Superb, No. 
251BT, $9; No. 252BT, $11; No. 253BT, 
$13. Sidewalk, Boy’s King, $18.50; 
Girls’ Queen, $18.50. Rambler blue, 
No. 118, $10; No. 119, $18; No. 319, 
$13.75. Bicyclets, No. ' 229, $17.50; 
No. 329, $22.50. 


WALL PAPER CLEANERS. 
Wall Paper Cleaners.—In lots of less 


than 8 doz., $1.30 a doz. net; in lots 
of 3 doz. and more, $1.20. 


Business Failures Increased In Week Ended March 13 


Business failures for the week ended 
March 13 number 495, as compared with 
481 last week, 372 in the like week of 
1929, 430 in 1928, 387 in 1927 and 393 
in 1926, according to Bradstreet’s. The 
Middle Atlantic States, although show- 
ing the largest amount of failures, pre- 
sented a decline from 187 last week to 
172. The Far Western section, which 
suffered the lowest number, also showed 
a decline from 45 last week to 40. 

The number of failures in the United 


States remains relatively high, a total 
of 560 being reported, says R. G. Dun 
& Co. 

“That figure represents an increase of 
33 over last week’s 527 defaults, and 
is 100 above the 460 insolvencies a year 
comparatively moderate. Aside from the 
ago, when the commercial mortality was 
Pacific Coast, where a considerable de- 
cline occurred, there were more failures 
this week than last week in each geogra- 


phical section, with an especially sharp 
rise in the South. With the higher ag- 
gregate of defaults, those with liabilities 
of more than $5,000 in each case not 
unnaturally increased this week, 362 such 
insolvencies con:paring with 333 last week 
and 277 a year ago. 

“A sharp rise in Canadian failures is 
disclosed by this week’s total of 75, which 
contrasts with 53 last week and 51 re- 
ported a year ago.” 


Reading matter continued on page 66 
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THE WORLD'S GREATEST HAMMER 


The hammer holds the Be 
You only d. | 
the driving TRY IT! 


eens ZaTEST j/\4MER 
oS ae \ Ke Se 
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SEND FOR THE CHENEY SALES MAKER 

THE GREATEST SALES STARTER AND 

CLOSER THE HAMMER INDUSTRY HAS 
EVER KNOWN 


UT this new, remarkable sales maker to work in your store 
—now—and you'll get Cheney Nailer business at once. 


Every man, woman and child that enters your store will try 
this demonstrator—for who doesn't like to hammer nails. You 
never had a display that will make actual hammer sales for 
you like the Cheney Sales Maker will do for you. Act—now- 

today and send for this new, wonderful, sales making display. 


The Cheney Sales Maker and 13 Cheney Nailers in the Sales 
Maker carton. The price is right. How many cartons will 
we ship you?) Send—now. 


PREN LISS VISE CO. 


106-110 LAFAYETTE STREET NEW YORK CITY 
CHENEY NAILERS AND HAMMERS ARE NOT SOLD TO MAIL ORDER HOUSES OR CHAIN STORES 
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AUTOMOBILE TIRES AND TUBES. BOLTS, NUTS AND RIVETS. 
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PIT TSBU RG H: Slight Improvement in Demand 
as teil by Fair Weather 


(Pittsburgh office of HARDWARE AGE) | Loma fertilizer, per ery tt 1-lb. 
PITTSBURGH, March 25.—Hardware business in this district has | (207. S2:S°..PST SP) Totih bags, $7 


FLASHLIGHT CASES. 


Winchester Flashlight Cases.—No. 
6414, 62c.; No. 6514, 68c.; No. 6824, 


been slightly accelerated by fair weather in the last few days, but is 
still far from satisfactory with most jobbers. Contract shipments 


of spring goods are still heavy, but the movement in many products, _—§1.43: No.’ 6921, $2.40; No. 6924, $2.08; 
wi ; ; ; all each. 
such as fertilizer and fencing, has already passed its peak. Retail- |  “"Winchester Assortment.—No. 1614, 


ers find a steady demand for staple items, but the more expensive | org ee $5.04 


specialties are extremely dull. Most of them are inclined to dis- HOUSE CLEANING SUPPLIES 





courage installment selling at this time because of the possible in- | Wiikey ReinnenTaaben . 22. .0n. 
ability of many customers to meet payments, and it will probably | Dig. Fe OG PAF gh = 
be many months before a satisfactory volume of sales of radios, elec- | _ list; cotton, best ‘grade, No. 12, $4.50 
. » . . . | per doz.; No. 20, $6; No. 30, $10; No. 
tric washing machines, electric refrigerators, stoves and ranges 36, $13.50. Second grade, No. 12, 
and other products will be back to normal. | HG So ee ity ‘Beier : Bie. 
Prices on hardware items are holding fairly well, although lack | ringing mop, $8 dioth, $4 per doz, 
of demand has proved a weakening element on some goods. Hard- | Bg yg Pym — de: ie at ea 
ware manufacturers are endeavoring to maintain old schedules as | $7.50; 15 x 20 in., $9.20. : P a 
. . } axes.—Johnson paste wax, -1bD. 
far as possible, and few price announcements show any change | cans, 85c.; 2-Ib. cans, $1.70; 4-Ib. 
from last season’s quotations. Collections are still very slow in this _ lb. tans, \85¢-; 2- fb cans, $1.70; 
district, and at present are growing worse rather than better. | eae Fea et eneaess ake ‘paagtees 
Steel mill operations are still declining, but not so sharply in the Soa tie eee ee Dealers’ 
immediate Pittsburgh district as in the smaller centers nearby. Con- og Pep yo to size and 
~ y ; . . uality, oO per doz. ssortmen 
sumers show no inclination to make second quarter contracts, and Of 22 sponges with wire rack, $6 per 
many of them will find their first quarter commitments sufficient , - Oe ee 
. . ° ° . ° | Cleveland, 85c. per doz. cans; Climax, 
to carry them well through April. The pipe business is beginning ti tue die, eues: Perfection paint 
to show the seasonal improvement expected at this time, and sev- | . “leaner, $3.25 per doz. 
° ‘ . - ¥ A é caer Step Ladders.—Standard full rodded 
eral fair sized line pipe projects are in the offing. Road building ladders, 28e. per ft.; extra, 4c. per 
° ° ° t. 
programs have also stimulated the movement of reinforcing steel, Floor Polishers.—Universal electric, 
as well as products which go into the manufacture of road-making a 
machinery. Steel prices have reflected considerable weakness in the | .C3"R8%, ,Bgatiys —Justvite. | $1.10 
last two weeks, although there is not enough new buying to test INSECTICIDES 
many of the quotations. ae 
, | Paris Green.—1-lb. paper, 38c. each; 


kegs, $27.50. 
Bordeaux Mixture.—1-lb. paper 26c. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. PITTSBURGH 


each; 100 Ib. keg, $ 
Arsenate of Lead.—1-lb. paper 24c. 


| 
each; 100 Ib. keg, $15. 
| MISCELLANEOUS TOOLS. 


Mansfield tires, 4-ply re type, Bolts.—All styles except stove and 
29 x 4.40, $6.50; tubes, $1.31; 30 x 4.50, tire bolts per 100 pieces, 60 per cent | Circular Saws.—6 in., $2.25 each; 
$7.25; tubes, $1.39; 29 x 4.75, $8.39; off list; stove bolts, 75 and 10 per cent | 8 in., $3.00; 10 in., $4.00. j 
tubes, $1.46; 29 x 5.00, $8.66; tubes, off list; tire bolts, 60 and 10 per cent | Cross Cut Saws.-—-Simonds Crescent 
$1.50; 30 x 5.00, $8.94; tubes, $1.54; | off list. | Ground, Nos. 13, 2%, 113, 324 and 
31 x 5.00, $9.33; tubes, $1.58; 32 x 5.00, Nuts.—All styles, 50 per cent off 325, 5 ft., $5.40; 5% tt... $6; S78, 37. 
$10.32; tubes, $1.65; 28 x 5.25, $9.73! list. “Electric Drills.—No. 141, $24 each; 
tubes, $1.58; 30 x 5.25, $10.43; tubes, Rivets.—Larger, $3.50 base per 100 No. 142, $82: No. 122, $48; No. 562, 


$1.73; 31 x "5.25, $10.75; tubes, $1.76; pieces; small wagon and tinners’ riv- | $35.20; No. 382, $41.60. 
x 5.50, $11.10; tubes, $1.95 ets, 60 per cent off list. | Files.—Disston, 50 and 10 per cent 






», 6-ply, 30 x 5.50, $14.06; tubes, off list. Nicholson and Black Dia- 
$s 30 x 6.00, $14.14; tubes, $1.95; FA N ARD IN N LAWN GC ) ) sg eget anc 31ac a: 
31 x 6. 00, $14.57; tubes, $1.95: a ae RM, G E : D LAV 0] s | mond, 50 per cent off list. Simonds, 


. whe Pad fate Garden Hose.—250 to 500 coils, | 50 per cent off list. 
6.00, x se 84; _tubes, $2.06; 32 x 6.00, “y 71 se a fe. 5 ‘ saPes af ag : +4 Garage Vises.—No. 43, $2 each; No. 
$15.36; tubes, $2.18 in. to per ft.; % in. 
mee eae to 103%4¢.; % in. to 12%se.; in 50 ft. | 1342, $3; No. 14, $5. 
AWNING HARDWARE } le he oo vommed. grt per. ft. higher; = 
AWNT / ARE. nozzles, Gem, $5.30 per doz; Dia. | ORNAMENTAL FENCE. 

Eye Ends.—No. 3, $3.50 per 100; No. mond, $4.50 per doz. Ego Ison Spray, $4 Ornamental Fence.—Style LX, 36 
$, $4.50 per 100. per doz.; Giant, $3.25 per doz.; reels, | in., $6.40 per 100 ft.; 42 in., $7.20 per 
Pipe Clamps.—No. 3, $6 per 100; No. $1 to $4 each: Perfect hose couplings, | 100 it, D — 

1, $7 per 100. $2 per doz.; Sherman hose couplings, > 93 2 9 F 
Hinges.—No. 2, $3.25 per 100. $1.40 per doz.; Perfect hose menders, Pha A Boos 106 _ ee fee es 
80c. per doz.; hose nipples, $2.40 per < = . 3 
BATTERIES. oz,; hose adapters, $2.25 per doz. | go A InN ete $2.60; 48 in. x3 
Banke Unit s Shears. — Doo-Klip_ grass shears, | ft., $2.70; all prices each. 
Packages Packages $10.80 per doz.; Doo-Klip long handled 
N 58 TY te ae grass shears. $18 per doz * ss * Ipp 
No. 458 cetereeeeeneas $2.22 $2.06 Srae-Tee-tilip prunece, $10.80 PAINTING SUPPLIES. 
eee cs eo > OF ee per doz. ; Ready mixed paints, best grades, 
ica I Reece oe ee 1 _Sprinklers.—< rown lawn sprinklers, | $2.60 per gallon; lower grades, $2 
ea ares 1.32 114 $7 per doz.; Crescent lawn sprinklers, | (white and dark greens, 15c. per gal. 
i 7 eee 42 39 $6.50 per doz. 7 higher); white lead, 14\4c. per lb. in 
Noteee 5k 105 97 | Sprinkling Cans. Ny alv vanize d 100-lb. lots; 10 per cent less in lots of 
ROMER of ee ee 140 130 sprinkling cans, 4-qt $5.75; 6-qt., 500 lb. or more and extra 4 per cent 
ae Te 140 1'30 $6.50; 8-qt., $7.50; 10- at., $8 40. All | less on lots of a ton or more; turpen- 
NN eso 5 =) sc onk 2.06 1.92 prices per doz. > re ore —— nig See 
DE WOR oon caus mucus s 1.93 1.79 | FERTILIZER. linseed oil, 15 3/5c. per Ib., in barre 
No. 6 dry cells, ignition type, unit lots. 
pachnaes, S80. onoh. 935, 6%c. each; sen aa: Sees te a eee oe SCREEN WIRE CLOTH. 
No. 9: 50, 6%c.; No. 790, 13c.; No. 705, | sortment No. 3, $28.73. Black wire cloth, No. 12 mesh, 
191%4c.; No. 750, 131%4c.; No. 791, 18c. Koppers Velvet Lawn fertilizer, | $1.55 per 100 sq. ft. Galvanized, 12 
Hot Shot.—No. 1461, $1.67; No. 1661, 331% per cent off retailers’ selling fig- mesh, $1.65. Bronze cloth, 14 mesh, 
¢ I g | mee 
$2.37, | ures. | $5.50 per 100 sq. ft. 


Reading matter continued on page 68 
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Less Nici 1% of 


Your Customers 
are 






Warren Display 


Tables will Sell 
the Other 99% 











WARREN 


Take a vote on which of the five senses does most of 
the buying. You'll find the eyes have it. Just as sell- 
ing without samples or pictures is the hardest work, sell- 
ing with the actual article in hand to see, smell, feel, 
taste, and see is easiest. Warren Display Tables display 
more merchandise, show merchandise more attractively, 
and for a longer span of useful years than any other unit 
to which you can devote your floor space. 

This isn’t magic. It is Scientific Merchandising work- 
ing for you. A set of tested selling principles is built 
into every Warren Display Table. These take the form 
of exclusive features of design, construction, and finish. 
Back of this stands forty years of building Warren Sec- 
tional Hardware Fixtures. 


The first step is simple and commits 
you to nothing. Send the coupon. 


J. D. WARREN MEG. CO. 
208 W. Washington St. 
Chicago, IIl. 





SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG. CO., 
208 W. Washington St., Chicago, Ill. 








We want to know more about Warren Fixtures. Please send us: 

C] The Warren Fixture Ca- [5 Nail Bin Counter Folder Street Address .......ccccccccccccccsrccssccccesececsscscccsccece 
talog 

(0 The Warren Display Table [] Information Sheet for Sug OE oo ose Nib ce Sb Kadis 5 0S Wie hewienes-ee SUE 55.445 be Redo CI 
Folder gestive Store Arrangement H. A. 3-27-80 
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FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folder 
which illustrates and 
describes this latest 


GRIFFIN product. » ~ 


RIFFIN 


anufacturing (hmpany 


ERIE. PENNSYLVANIA 
Sy] MANUFACTURERS [&@ 
Branch Offices— 


NEW YORK: 45 Warren St. BOSTON: 76 Batterymarch. 
CHICAGO: 555 W. Randolph St. SAN FRANCISCO: 703 Market St. 








CORE SLT 
cae 


SE cones 





Crusaders and Communists 


(Continued from page 43) 


other. Here they are in India working up trouble. Then 
we read of them in China, next among the coal miners 
in England, fighting in the Streets of Berlin, aiding 
great funeral demonstrations in Paris. Now we are get- 
ting a pretty good dose or them here in the United 
States. This New World movement is worth watching. 
It should not be ignored. 
” aK * 2K 

A generation ago most of us loaded our own shells. 
First we used: brass shells, and what a splendid equip- 
ment it took to load these shells! Afterward we reloaded 
paper shells, buying powder, shot, wads, primers, etc., 
etc. I did some of this loading myself, and some of the 
results I got, judging by the kick of the gun, were won- 
derful. Then time passed and manufacturers improved 
the quality of their shells. They were standardized. 
The coming of pump and auto-loading guns made it 
necessary to greatly improve the quality of paper shells. 
Poor shells would not work in these new guns. . Im- 
provements in guns led to improvements in shells. The 
price of shells steadily declined. The quality improved. 
As a result, hand-loading has become a lost art. No one 
loads his own shells, and the sale of empty paper shells 
has dwindled to almost nothing. Only a few jobbers 
and retailers carry empty paper shells in stock. The 
brass shell has passed out of existence. 

This is all in line with evolution, but a very funny 
thing has recently occurred. A certain dealer in the 
South conceived some plan of loading shells cheaper than 
the manufacturers can load them. He therefore decided 
to go into the business. He attempted to buy empty 
paper shells from his local dealers. They did not have 
any. He attempted to buy from his jobbers. They did 
not carry them in stock. He then wrote to several man- 
ufacturers asking prices. Many of these manufacturers, 
as they didn’t sell retail trade direct, referred him to 
their nearest jobber. This gentleman began to grow hot 
under the collar. He could not get any paper shells. It 
was a conspiracy on the part of the manufacturers. 
However, one manufacturer quoted him a price and 
asked him to please send cash with the order. He didn’t 
like the tone of the letter, nor the terms. By this time 
he was boiling over with anger. So he went to his 
United States Senator, told his story, and recommended 
that this Senator submit an amendment to the tariff bill, 
cutting the tariff in half on all shells and ammunition, 
as well as paper shells, because there was a conspiracy 
on the part of the American manufacturers not to sell 
him paper shells so he could not compete with them in 


making shells, 

Here comes the joke. This amendment was submitted 
to the Senate. There were speeches made on the sub- 
ject, and the vote turning down the amendment was 38 
to 31. In other words, if four Senators had changed 
their votes, the tariff on shells would have been cut in 
half for the simple reason that American manufacturers 
have been making loaded shells so cheap and so good 
that the empty paper shell as an article of commerce 


has almost passed out. If you wish to read some inter- 
esting speeches, just read the Congressional Record of 
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March 14, in which this subject was fully discussed and 
voted upon in the Senate. Reading the names of the 
Senators who voted aye and nay, it is quite evident that 
the vote was almost on party lines. The Western and 
Progressive Senators all voted to cut the tariff in half, 
and only some of the Eastern Senators with a few Demo- 
crats saved the amendment. 


| 


| 


| 


This thing was sprung on the Senate at the last minute, 


without time to give the manufacturers any warning. 
One manufacturer of paper shells now writes that he 
has a very large over-stock, and if this gentleman is 
still in the market for paper shells and has the cash, he 
will be glad to make him an exceedingly close price. 

Allow me in closing to suggest that if these Senators 
wish to gather an idea of the basis upon which loaded 
shells are being sold, all they have to do is to take any 
brand of loaded shell, cut it open and study the amount 
of material and workmanship in the shell. There is, 
first of all, the primer, then the brass base, then the 
paper shell itself, then powder, wads and shot. Being 
explosive, the manufacturer of shells naturally takes the 
greatest care. 
this labor, the shells are sold for about 7 cents each. To 
compare values, just compare a loaded shell with a lead 
pencil, or a package of gum, or a safety razor blade, all 
sold at about the same price as a loaded shell. 


Making the Salesman Sell More 


(Continued from page 46) 


the various salesmen’s sales. The inclosed chart was the 


result. 

A careful study of this chart is worth while. The 
first column indicates percentage of total sales made 
in each of the four departments. 

Columns 1 to 9 indicate sales of nine salesmen. The 
total sales column is not drawn to scale and indicates 


only percentage. 
Columns 1 to 9 are drawn to scale. The difference 


in the length of the right-hand division of each column 
shows the difference on the total sold by each of the 
nine salesmen. 

The difference in the total volume of each salesman 
may be attributed to a difference in the size of territory 


covered. 
A reference to Columns 1 and 2 will simplify the 


reading of the chart. 
It will be noted that 21 per cent of No. 1’s total sales 


were made on D merchandise, whereas 60 per cent of 
the sales of No. 6 were made on D. 
No, 1 sold 33 per cent of A, whereas No. 6 sold 


but 14 per cent. j 
Now, note the left division of columns No. 1 and 


No. 6. If No. 1 had maintained his sales on A, B 


and C, and brought his sales on D up to 30 per cent of 
his total sales, he would have increased his total sales 
9 per cent. 

If No. 6 maintained his sales on D and increased 
his sales to equal the average on A, B and C, he would 
increase his total sales 19 per cent. 

The difference in the length of the left-hand and right- 
hand divisions of each column indicates the amount that | 


After supplying all these materials and | 











WE ANNOUNCE 


[=] a new product that has been added to 
| E | the Pecora line of asbestos furnace 
pee. «cement, calking compound, metal sash 
mnnsro| DUtty, etc.—a line well-known to the 
=="! hardware and allied trades since 1862. 
Pecora Perfect Patching Plaster is a 
packaged material for home use as 
well as for use by painters and paper 
hangers. 


ee 


It combines features that differentiate 
it from other goods now used for the 
same purposes. It dries pure blue- 
white. It will not shrink. It sets 
slowly (in about an hour) which per- 
mits troweling to the point of perfect 
surface. It has a uniformly hard 
texture, so smooth that sandpapering 
is unnecessary. It is easily mixed and 
applied. 


This new product is packed in cartons of 
2%, 5, 8, and 15 pounds but it is also avail- 
able in bulk in 200 Ib. barrels. Write today 


for samples and prices. 


Dt PATCHING PLASTER 


A Product of 


Pecora Paint Company 


Ath Street and Glenwood Avenue, Philadelphia, Pa. 
Established 1862 by Smith Bowen 
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This Label 


Playing at 
Gardening 


While Dad 
Gardens 


There is a great market for Arcade 
Toy Lawn Mowers and Garden Sets 
in the spring because they are solike 
the ones that Dad uses. Every dealer 
who handles real garden equipments 
should not neglect to carry the toys 
that correspond. In most cases a 
double sale may be made. 


Arcade Toy Lawn Mowers— 
Attractively colored. 
Cutters actually revolve. 
Made in four sizes. 
For every child. 


Arcade Toy Garden Set— 
With rust-resisting finish. 
Strong 18-gauge steel blades. 
Malleable iron rake. 
Colored handles. 








A new Toy Garden Set that will 





stand the gaff of real gardening. 
Besides being a remarkable toy, it 
is an ideal and very efficient substi- 
tute for the old trowel and weeding 
hook. There is a double market for 
this item — the children as a play- 
thing, and the grown-ups as a gar- 
den tool. Write for further infor- 
mation on Arcade Toy Garden Sets. 
CAST 


ARCADE i TAYS | 


“They Look Real” 


Areade Manufacturing Co. 
Freeport, Illinois 





NEW YORK DALLAS J.T. ROWNTREE 
200 Fifth Ave. D. D. Otstott, San Francisco Salt Lake City 
CHICAGO Inc. Los Angeles Seattle 
553 W. Randolph St. Santa Fe Bldg. Denver Portland 


each salesman would increase his sales if he maintained 
his sales at the high places and increased his sales to 
equal the average at the low places. 

This chart may add nothing to the information of 
the man who has facility in reading figures, but to the 
salesman who has not, it is very illuminating. He views 
it from an entirely different angle, and it awakens in 
his mind an interest which figures never would. 

This chart was submitted to the nine salesmen whose 
figures were used. 

Numerals were used instead of names, so that no sales- 
man would be able to more than guess which column 
represented his sales. A decision to do this was in 
accord with the house policy. 

An interesting incident occurred during the explana- 
tion of the chart that brought out clearly the effect it 
had upon the minds of the salesmen. 

One of them, after studying the chart for a few min- 
utes, said to the executive who was conducting the meet- 
ing: “I notice that 60 per cent of the sales of No. 6 were 
made on D and that his sales in the other three depart- 
ments are very small. Does it occur to you that No. 6 
specializes on D?” 

“Tt is obvious he does,” replied the executive. “And 
that’s exactly what we want to avoid. We do not want 
to devote less energy to D, but we want him to devote 
more to A, B and C. By specializing on D, he sacri- 
fices his opportunity on A, B and C.” 

Then he went on to say this: 

“When we employ a salesman and assign to him a 
territory, we place in his hands an opportunity. Al- 
though we hand that opportunity to him, it still belongs 
to us. We cannot surrender our interest.” 

“There is a certain crop to be gathered in each terri- 
tory. The crop is ours. We are willing to pay to 
have it picked, but we must be sure that it is picked 
clean.” 

“Salesman No. 6 has done good work in picking D 
merchandise. He has done poor work in picking A, B 
and C crop. If he admits this, it may be necessary 
for us to put a specialist to work on A, B and C.” 

Then, directing his attention to the salesman who had 
provoked the retort; he asked: “How would you feel 
if we put a specialist on your territory to pick the crops 
where you do not pick clean?” 

“T wouldn’t like it,” was the reply. 

The executive, again referring to the chart, said this: 

“These columns indicate something more than volume 
sold—they indicate profits earned by salesmen. As you 
all sell on commission, increased sales mean increased 
compensation. When you increase your sales 9 per cent 
or 19 per cent, you increase your income 9 per cent or 
19 per cent.” 

It was not a new idea, not a new argument, but pre- 
sented in a new way, it drove home the point the ex- 
ecutive wanted to make. 


’ 


The famous educator had announced his retirement, and the 
reporters hurried down to get a few words from this man who 
had spent a normal lifetime shaping the minds of young men. 

“And what has impressed you most, professor, during your 
many years of teaching?” 

“The thing that has impressed me most profoundly,” said the 
professor, “is the capacity of the human mind to resist the in- 
troduction of knowledge.” 
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Beautiful—and dumb. That's the way 
Rico Hard Flooring Nails keep a floor, 
even after long years of use. No 
squeak nor groan comes from loos- 
ened boards where these longer- 
gripping, tighter-holding flooring nails 
are used. 


The floor is safe and soundless. 


Rico Hard Flooring Nails are easy to 
handle because of their smooth sur- 
face... their great uniformity . . . their 
exceptional rigidity. Write for our 
illustrated catalog —we'll send you 
the profitable facts without obligation 


on your part. 


Reading Cut Nails are obtainable 
through authorized distributors 


Reading, Pennsylvania 











IRON COMPANY 


y fn ‘ 
2 Fe SF ents | Sa aa 
A ERRYVILTED ZARRYY 
~~ CONN.USAYZ4X- CONN.USA, 


Lock No. 04810—1% in. dia. 
Lock No. 04811—1% in. dia. 


© mous persons can be denied access 
with a 10 cent padlock, but to prevent 
robbery, a lock with secure construction must 
be used. 
The lock here shown will provide the maxi- 
mum protection against picking, breaking or 
forcing, and will be readily accepted by your cus- 
tomers, if its merits are explained. 
Selling quality products inspires the confidence 
of the customer. and brings satisfaction and in- 
creased profit to you. 
We will gladly tell you more about this or others 
of our long line of Padlocks, if you will write us. 
mm @ ee, 


The Eagle Quality Line 


Night Latches Store Door Sets 
Padlocks 
Wood Screws 


Atlanta Cincinnati Pittsburgh San Francisco Cabinet Locks 
Baltimore Detroit Cleveland Seattle eps 
Boston Houston ; Philadelphia Trunk Locks 
Buffalo Los Angeles St. Louis New Orleans Front Door Sets 
Chicago New York Tulsa Kansas City 


READING 
CUT NAILS 


CUT FROM SOLID PLATE 


EAGLE 


521 Commerce St. 
Philodelpnia, Pa. 





m. TENCTAL « a 
26 Warren Street: 


Bronch Offices: 
177-179 N, Franklin St. 


Stove Bolts 









CK CO, 


fice 


lew York 


114 Bedford St 
Boston, Mass 


(cA 


Chicogo, Ill. 


Works at Terryville, Conn. 
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every Type and Size 








Reed and/| Reed & Prince Screw 


Prinee Products can be depend- 
Produets| ed upon for unvarying 
inelude: | uniformity in strength, 


finish and dimensions. 


Wood Screws 
Every Screw, Nut and 


Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


standards of quality and 
accuracy. 


dependable Reed & 


Prince Products. 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. ~ 


REED & PRINCE MFG.CO. 
WORCESTER, MASS..U.S.A. 


be handled promptly. 





and prices. 


WESTERN BRANCH at CHICAGO - 3635 IRON STREET 





Bolt meets the highest 


For GOOD WORK use 


Your 
largest requirements can 


May we submit samples 










Search for 
Merchandising 
Ideas, Basis 
for Marketing 
Trip 


FRED H. STRAYER 


Convinced that 
marketing problems 
of today imply unusu- 
al merchandising 
plans, an unusual type 
of business voyage 
has just been started 
upon by Fred H. 
Strayer, sales man- 
ager for the Sylvania 
Products Co., accom- 
panied by Richard A. 
Picard, of Picard- 
Sohn, Inc., advertis- 
ing counsel for Sylvania Radio Tubes and Sylvania Lamps. 

The idea of research into marketing conditions and re- 
sale problems is not new, but one of the prime factors of 
this tour is to lay the ground-work for a new type of busi- 
ness helpfulness for retailers handling the company’s prod- 
ucts. 

“Tt has been our conviction for a long time,’ says Mr. 
Strayer, “that the manufacturer of any kind of product 
must provide his dealers with more concrete, more personal 
sales assistance. He does not dispose of his responsibility 
toward the dealer with huge advertising and nation-wide 
broadcasting. He must go farther. The dealer’s keenest 
need is for ‘ideas. And on the trip we are making, we shall 
not confine ourselves to mere research on business condi- 
tions, but subsequently shall plan to organize and turn to the 
dealer’s account the successful business ideas which are in 
practice among retailers of the four or five industries we 
serve.” 


RICHARD A. PICARD 


THE SEVEN MISTAKES OF LIFE 


1. The delusion that individual advancement is made 
by crushing others. 

2. The tendency to worry about things that cannot 
be changed. 

3. Insisting that a thing is impossible because we 
cannot do it. 

4. Attempting to compel other persons to believe and 
live as we do. 

5. Neglect in developing and refining the mind by not 


| acquiring the habit of reading fine literature. 


6. Refusing to set aside the trivial that important 
things may be done. 

7. Failure to establish the habit of saving money.— 
Servicescope. 
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More Garages “Per 


Family” in 1930! 


Where are these two car families going to put 
that extra car this Spring? “New cars will be 
bought for family use; used ones will be kept 
for business,” say the advertisements of lead- 
ing car manufacturers. This means more 
building, more remodeling—a greater Spring 
Te he a fact tutnaves ane | market for ALLITH garage door hardware 
you handle Sweet’s Steel | than ever before. A more exacting market, 
ree ott because tere too—one that demands garage door hardware 
peal to the buyer from every ‘ oe 

standpoint. Their all-around ! that can stand rapid action abuse. As, for 
utility for every wire fence instance, 

and steel sign requirement, 
—their remarkable strength 


and durability,—their pleas- 66 yy, 
ing appearance,—-all offer a | a @ 


VOLE 


line to carry 


commanding sales appeal 
that you cannot overlook. The favorite Round-a-Corner garage door 


hanger. Made to fit openings with any num- 
ber of doors. Doors won’t sag or stick or jam; 


9 
they stay closed or open—just where they’re 
put—and operate in a minimum of space— 
when they ride on A-P “11-89” hangers 


—the first choice with many thousands of ar- 
chitects, contractors, builders and car owners. 
Sell in various combinations and cost no more 


Why not avail yourselves of 
than ordinary flat track types. 


ras Comer ayo} elaradttetia Man comme) ole tie’ 
the best steel post sections 


onthe market Plaitiaeletttetd hy You can meet every need, every 
low prices? Samples sent on budget of this greater Spring busi- 
request. ness from the complete ALLITH 
Me Z line. Study Allith Catalog 97. If 
SW EET S STEEL you haven’t one, write today. 
COMPANY 
WILLIAMSPORT, PENNA. ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 
Manufacturers of 
Airport Door Hardware Overhead Carriers 
Garage Door Hardware Rolling Ladders 
Fire Door Hardware Door Hangers 


Spring Hinges Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Steel Posts Allith-Prouty 
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Non-Skid Screw Drivers | The Cheney Nailer Display 
A new line of Red Crown Non-Skid Prentiss Vise Co., 106 Lafayette St., 
New York City, has perfected a new dis- 
play for The Cheney Nailer, which invites 
‘ ‘ the customer to use this hammer. 
Bridgeport, Conn. A 16-0z. Cheney Nailer is chained to 

This screw driver has a ribbed blade. | a large block of wood which has three 
With this screw driver pushing is not re- | holes for storing nails for the customers 
to use in testing this device. The block 
is oil stained and measures 15 in. square 


screw drivers is offered to the trade by 
the Bridgeport Hardware Mfg. Corp., 


quired to keep it engaged in the screw 





slot. It is said to be of particular value 
in overhead work, where it is difficult to | 





The hammer holds the nail 
You only d 
eon, TRY IF 


TH”. RID: UATENT | /* (MER 











| exert upward pressure. The ribbed blade 





a " 


| is shown in the illustration. 
There are three styles and many sizes 


| of screw drivers offered by this company 





in this type. Model No. 1 has a blade | 





which extends clear through the handle. | 
A h ‘ h h | In the No. 2 model, the blade, ferrule and | and three in. in thickness. An attractive 
ans that as | handle are securely riveted together. The | S¢ven color sign is attached to the block 
which explains what the purpose of the 
never been equalled sith orem in hte hie de display is. A supply of 6, 8 and 10 penny 
cha Na i ecm Sandan us Diade 1S nails may be kept in the block. At the 
2 | shock proof up to 10,000 volts, it is claimed bottom of the block there are rubber feet 
——s e y & | = 
claw Ss that srip | by the manufacturer. which deaden the noise and protect the 
table, stand or counter on which the dis- 
e eo CJ ’ 
likea bulldog sjaw—_ play rests. 
The customer sets nails with the nail 


just the right crown | . bd | holding device in the claw of the Nailer 


| and then drives home the nail to the head. 


e This display is sent out in a carton together 
on the face and sides with 11 16-oz. Cheney Nailers and 2 20-oz. 


shockprcof model No. 3 has a slim blade 

















RED ~¥ | Nailers, one of the 16-0z. size hammers 
to prevent marring RO | being chained. 
| ee 
the work —these are | RIBBEC | 
BLAD Depth Gage Attachment 
a few reasons why | ° | A new depth gage attachment has been 
| ; THLE ase aR 4 e% rPrenit ee a 
4 3 STYLES — Complete Range s | Providence, R. I. It is known as the No. 
May doles have been | a Spay 468 and is. made for use with the Brown 
| Chosr Thre aE 40,000 | & Sharpe combination square or set and . 
the ehoiee of eCar= | sareced iad : | other sets with thin blades. This attach- 


| ment is particularly useful in measuring the 


s depth of wide recesses, and is made in both 

penters and skilled English and metric measure. 
The English attachment has a range of 
wood-workers for | 0 to 4% in., with 6-in. blade graduated in 


,» d2nds and 64ths, 
} or 64ths and 
} 100ths. On the 
metric attachment 
the range is 0 to 
114 mm. with 15- 
m. blade gradu- 
ated in millime- 
ters and % mm. 
With both types 
F 6a rod, 5/64 in. in 
diameter for use 
in small holes is 
furnished. 


more than 87 years. 


Write for free supply of Pocket 
Handbooks 23 “C”’ 


YouR Tie SINCE @) 1843 | | 
Ma a1 1 ole Each opening stock box is provided with 
au R&e capes th 


an attractive display. It consists of a dis- 


Fd hace play stand printed in three-colors with a 

The David Maydole Hammer Co.Norwich NY rack for one of the screw drivers, and a 
3625 demonstration block. The block has two | 

screws in it, enabling the customer to test | 


the screw driver himself. 
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Hotpoint Air Heaters 


The A35 Hotpoint Electric Air Heater, | 
produced by Edison General Electric Ap- | 
pliance Co., Inc., Chicago, IIl., is intended 
for permanent installation in the walls of 
homes, offices and public buildings. 





All models are equipped with tumbler 
switches — reducing installation wiring 
costs and eliminating the extra switch 
mounting. There are no exposed screws 





on the heater front. Spring clips, one at | 
each corner, hold the front to the wall | 
box and allow it to be easily removed for | 
dusting and cleaning. In the extended 
front is included the radiation shield, doing 
away with the separate shield formerly 
mounted on the rear of the cover. The 
four corners of the cover and radiation 
shield panel have cast brass ornaments of 
modernistic design. 

This heater is designed to deflect the 
heated air out into the room where it 
mixes thoroughly with the cooler air. The 
deflection reduces the heat lost through 
the wall and eliminates the possibility of 
drying and cracking the wall plastering. 
It is equipped with the Calrod heating 
units. There is no exposed wiring which 
can be seen or touched by reaching through 
the grille. 


Sylvania Decorative Lamps 


Sylvania Products Co., Emporium, Pa., 
has recently announced the production of 
seven new decorative lamps by the Nilco 
Lamp Works, Inc. 





These new lamps are the Gothic, candle 
and modernistic styles. The candle type 
is in plain ivory, while the Gothic style 
has been designed for the more severe 
architecture, fixtures and brackets. Gothic 





lamps are being produced in plain ivory, 


black on ivory and gold on rose. These 
same colors and tints are available in the 
modernistic type. 

Each of the new Sylvania decorative 
lamps is of the 25-watt medium screw 
base type. They are obtainable in 110, 
115 and 120 volt sizes. 


The Royal Health Exerciser 


The Royal Health Builder is the popu- 
lar priced vibratory exerciser recently an- 
nounced by the P. A. Geier Co., Cleveland, 
Ohio. 

In developing this exerciser the advice 
of physicians was sought by the organi- 





zation’s designing engineers. The appli- 
cation of power balance was taken care of 
so that only the amount of vibratory stim- 
ulation recommended by the physical ad- 
viser would be used. This precaution is to 
protect the user from injuring delicate 





tissues as the result of ignorance or care- 
lessness. 

It is encased in highly polished cast 
aluminum and is light and handy. There 
is a clamp provided with the machine for 
conveniently attaching it to furniture or 
door jamb so that it may be used in any 
room in the home. Speed is regulated by 
a patented speed control, which is under 
the instant control of the user. Massage 
vibration is transmitted by a webbing band 
of special design which permits a wide 
variety of applications. 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 


samples of Bakatax. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. _ 


send for 
FREE 
SAMPLE 

















WHAT'S YOUR 


SYSTEM? 


There are three ways 
of conducting a busi- 
ness... by RULES 
. . by HUNCHES 
.. and by FACTS. 
Rules change . . 
hunches go sour... 
but FACTS, bitter 
and sweet. alike, 
march on in a never 
ending, impregnable 
Best 


them. 


procession. 
march with 
You move faster and 
with more certainty. 
For over three-quar- 
ters of a_ century 
HARDWARE AGE 
has presented, week 
by week, the Facts of 
the Hardware Trade. 
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Dazey Churns 
sold only through 


Jobbers =< Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
do by Good Housekeeping 
Institute, State Agricultural Col- 
leges, andScientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. pes § the best 
materials are used and carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 
districts pee upanewfield 
for DAZEY Electric Churns. 











DAZEY SHARPIT 


All purpose household Sharpener. Re- 
quires no skill. The original Sha er 
of its type. Patented grinding wheels. 
Attractively finished in rust-proof electro 
plating. Furnished with removable, re- 
versible clamp. 





Order from Yeur Jobber 


Dazey Churn & Manufacturing Company 
St. Louis 








For whom did Daddy 
buy the electric train 
on Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 


PY a doll. 
But the Kids Themselves 
Are Your Best Salesmen 


Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 


KEEP TOYS CONSTANTLY ON DISPLAY 


























Kester Rosin-Core Solder 
Kester Solder Co., 4201 Wrightwood 
Ave., Chicago, Ill., offers Kester Rosin- 
Core Solder in which plastic rosin-flux is 
incorporated. 





By the use of rosin in plastic form, in- 
stead of including the powdered type the 
disadvantages resulting from contact with 
air are minimized. The rosin is even more 
active, according to the maker. In sol- 
dering it is only necessary to apply one 
product, which simplifies the operation. 
This type of solder is particularly useful 
because of its non-corrosive qualities for 
use on the more delicate types of electrical 
wiring, such as radio and _ switchboard 
work. 


Westinghouse Decorative Lamps 

The Westinghouse Lamp Co., East Pitts- 
burgh, Pa., has recently announced the 
production of a line of decorated Mazda 
lamps of unusual colors and designs. They 
are the candle type, flame lamp and the 
Gothic style. 





is i 


The candle or TC-9 is finished in ivory 
from socket to tip and measures 7 in. in 
length by 1% in. in width. Its filament 
within is so placed that it illuminates the 
entire candle. In appearance lamp X-16% 
greatly resembles a flame. This type is 
available in plain ivory, a shading of black 
or dark bronze over ivory, and a shading 
of gold or rose or amber. The Gothic style 
lamp Y-16% has the same color combina- 
tions as the “flame” bulb. 

These three models are made only in 
the 25-watt size, with the medium screw 
base, and for 110, 115 and 120 volt service. 





| 
ne 2 oe ae 
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Delivery 
Store Hour: from 7 A.M. to 6 PM et, ee a me commer 
7 To ge (Ga seuniecuas © Gu eum and bere 4 
Tetephone Glen Cove 465-466 seams 
‘We Geter? earchendiee from ¢ mel we 6 oe” 


17-19-21 Glen Street Glen Cove, L. I. ire 














It Makes a Big Difference 
Where You Buy Your 


RADIO 


We do not claim that our sets are better than others of the same make, but 
we are proud of OUR SATISFACTORY SERVICE 


























TODAY'S SERVICE IS THE FOUNDATION 
Greatest he ap a SENSATIONAL 
VALUE ee 
Fon enn REDUCTIONS! 
ONE YEAR OF A GUARANTEED a 
a TELY Atwater 


Kent 
Radio 


Down with the prices! 




















But. thet down't mean 
that the merchandise « mot 


<=="| Reduced... somes 


Opportunity of the year 


BRANDES e . ; 
ag Majestic RADIO \ 2°02: 
$ | 25 50 os Atwayr-Kent Radio 


Model 91 was $137 00 Now $116.00 less tubes SAVE 20.00 


Model 92 was $167 50 Now $146.00 los tubes 
I pci? aS 4 [ . 3 ws 
a Sq ! S 3% 
4 . 







Was 88.00 less tubes 


Now $68.00 


ATWATER KENT 
RADIO 
wn the 
GOLDEN. VOICED 


Now $152.00 


complete 
Was formerly 187 00 

































STEISELS FIND IT EASY 
to SELL 3 RADIO SETS 


EVERY 
amen «= ER 





to develop a large and substantial 
volume in making comparatively 
few transactions. Some merchants 
continue to be skeptical over the 
possibility, joining the cry of the 
pessimists and alarmists that the 
radio saturation point has been 
reached or that there are too many 
radio dealers already. To those 
dealers it might be well for them to 
remember that the same has been 
said of the automobile industry for 
many years and it continues to make 
a consistent growth. They should 
also keep in mind that 100,000 sets 
valued at $5,000,000 were sold in 
1922 and contrast this to the 3,- 


900,000 sets, valued at $487,500,000, 


which were sold last year. Radio 
bids fair to become a billion dollar 
industry and hardware merchants 
should secure an appreciable por- 
tion of that sum. The experiences 
of M. Steéisel, Glen Cove, Long 
Island, N. Y., is a good example of 
one hardware firm which has taken 
full advantage of the chance for 
radio profits. 

Steisel’s is considered the largest 
single retail radio outlet in his city 
of about 12,000 inhabitants. For the 
past several years this store has dis- 
posed of approximately 150 sets an- 
nually, on the average of about three 
sets per week. This has augmented 
the yearly sales volume to the ex- 
tent of $25,000 and has offset lost 
sales due to changed trends. It is 
simply a problem of selling what 
the people are buying and not one 
of trying to sell what was sold 
formerly. Conditions change and 
the dealer must change with them 
if he is to say on top. 

Steisel’s have a first-class, modern 
hardware store and thousands of 
persons in Glen Cove and vicinity 
regularly patronize the establish- 
ment for their hardware and house- 
ware needs. Why should they be 
forced to go elsewhere to purchase 
a radio set? Many patrons of the 
store have been loyal customers of 
the store for over a score of years 


ECLINING volume attributed to a changed trend and realize its permanence and are cognizant with its 
has been all the inspiration necessary to set the reputation for satisfaction and square dealing. Wouldn’t 
wide-awake hardware merchant to seeking new these same people who are now buying radio sets prefer 
lines to offset the effect. Much preference has deservedly to buy them from us under these conditions? These 


been shown to radio as a counteracting agent. The 


were some of the questions Maurice Steisel asked him- 


relatively high unit price of radio sets enables the dealer self before going into the radio business six or seven 
78 
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years ago. The record of success already outlined sub- 
stantiates his belief that radio would prove highly re- 
munerative. He proved to his entire satisfaction that his 
store did have the contacts so necessary and that people 
did prefer to buy their radio set from a long-established 
hardware concern rather than from some “fly-by-night”’ 
dealer. Unless your store and its locality differs radically 
from Steisel’s, there is no reason why you, too, cannot 
attain the same degree of success. 

Through what the firm declares is the best teacher— 
experience—it has learned that for their particular store, 
the policy of carrying three well-known makes of sets 
is the most productive. Each of the trio of sets featured 
by the store is made by manufacturers who have pro- 
duced sets almost since the inception of broadcasting and 
have a national reputation for excellence. This policy 
permits the prospect to have some leeway in choice and 
does not limit or restrict selection to one line. Even if 
one particular make is by far the most popular or is 
actually superior to any other, it is often exceedingly 
difficult to convince the customer if it is the only make 
carried by the store. Comparison, side by side, is the 
most expedient method in such cases. Three different 
makes, if wisely selected, will also provide a wide enough 
price range to fit all pocketbooks. 

Every visitor to the Steisel store is unconsciously re- 
minded of the fact that the store specializes in radio by 
the conspicuousness of the radio department, as they 
enter and leave the store. It is the first thing to meet 
the glance of the store visitor. The department, which 
is reproduced on the cover of this section of Electrical 
Goods, occupies the front right-hand corner of the store. 
Ample space is provided to effectively show in the neigh- 
borhood of twenty sets ef varying types. A rug over 
the floor suggests a home living room, while a floor lamp 
and chairs for the prospect are other homelike touches. 
This is deemed the most valuable display space in the 
entire store and it is given over to radio simply because 
it has produced results deserving of this place of honor. 

Real service is a by-worg of the firm’s radio service 
department. It is declared to be the foundation of the 
business and it must be in keeping 
with the Steisel motto: “No sale is 
complete until the customer is satis- 
fied.” Every effort is made to 
issure the set purchaser of the maxi- 
mum of enjoyment from their re- 
ceiver. Few things are too difficult 
to arrange or accomplish in order 
to keep the purchaser in that frame 
of mind, when he is glad to say a 
good word for his set and the store. 
Competition has made it necessary 
to follow the rule and give one year 
of guaranteed radio service free of 
charge. At the expiration of the 
year a minimum charge of $2 is 
miade for service calls. 

Tone is the most important decid- 
ing factor influencing the customer’s 
decision, according to the firm. Per- 


A Steisel radio window display 
that was a success. 


Electrical Goods Section 


fect reproduction in high as well as low tone ranges, in 
a faithful manner is much sought after. The customer 
listens with a very critical ear and the set chosen must 
come up to the standard of that in the prospect’s mind. 
The exploited mechanical features, such as “screen-grid™ 
tubes, are declared next in swaying the prospect. Ap- 
pearance is believed to be the third major consideration 
and this factor is of growing importance, as many people 
who purchase sets now expect to use them for many vears 
to come. 

Concealed radio installations are featured by the de- 
partment and this plan is fast growing in favor. Table 
model sets are used for this purpose, installed in book- 
cases having a false front of books or in closets or other 
hidden locations. Cone or condenser type speakers are 
employed, mounted in unlooked for places such as under- 
neath a grand piano, back of pictures or especially pre- 
pared screens of several types. Remote control can also 
be used and this, too, can be concealed. This idea has 
made a decided hit with such people who have objections 
to viewing any set no matter how attractive it may be. 
Desks, tables and many other pieces of furniture offer 
other possibilities for concealing radio sets for the 
critical. 

In advertising, the store feels that a space of limited 
size is but little better than no space at all. As a conse- 
quence advertisements of nearly a full page feature 
radio for the store. The ad reproduced herewith offers a 
good example of the form a typical advertisement 
assumes in the local newspaper. The head is worthy of 
note, as it reads: “It makes a big difference where you 
buy your radio. We do not claim that our sets are better 
than others of the same make, but we are proud of our 
satisfactory service.” The incidental illustrations used 


in the advertisement depict the various radio features 
which may be enjoyed through owning a set, increasing 
its appeal and establishing an idea. 
window displays, similar to the window pictured which 
shows a set on top of the world, among the stars and 
clouds, are used to intrigue the interest of passersby 
with more than the average effectiveness. 


Unusual radio 
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HEGNER 


FRANK A. 


Electrified 


Hardware 


by FRANK 
A. HEGNER 


President, Penn- 
sylvania & Atlan- 
tic Seaboard 
Hardware Associ 


ation last year. 
HE hardware’ merchant's 
stock has been electrified. 
Every electrical appliance is 
a hardware item transformed by the 
use of electric current for power 
or heat or light. The percolator, for 
instance, is the old coffee pot, the 
electric iron is the old sad iron, the 
waffle iron is now heated by elec- 
tricity, the old-time icebox has been 
nade over into the iceless refriger- 
ator powered by electric current. 
The electric lamp was formerly the 
oil lamp which lighted the home, 
and the flash lamp is the old-tume 
lantern that father bought in the 
hardware store and which he used 
to lighten his way in doing his 
night-time chores around the house. 
Each a staple hardware item, and 
so on throughout the whole field 
of electric appliances. 

The retail hardware store is the 
logical distributor of electrical ap- 
pliances, for the obvious reason that 
they are merely electrified hard- 
ware. The hardware retailer, how- 


ever, upon the electrification of the 
items of hardware permitted the 


sale of the new appliances to go to 
other agencies. There were several 
reasons for this apparent neglect 
of business opportunity. 

During the experimental stage of 
their evolution, many appliances 
were not satisfactory in use and re- 
quired much servicing. The hard- 
ware man was not in a position to 
render this, not being an electrician 
nor equipped with the tools. The 
acceptance of the new appliances 
was so immediate and universal 
that it opened a field of specialized 
selling. 

Price was another factor in pre- 
cluding the hardware merchant 
from merchandising the electric 
appliances, on account of the ex- 
cessive inventory required. 

The development and manufac- 
ture of electrical appliances received 
an immense impetus after the 
World War—though it was not ex- 
actly a favorable one. Thousands 
of factories built to make war goods 
were suddenly without a product. 
To utilize these factories, the trend 
was toward manufacturing elec- 
trical appliances. 

But this impetus toward manu- 
facturing fostered intense compe- 
tition and prices dropped and cheap 
and inefficient merchandise de- 
veloped. This was the period of 
cheap merchandise, and appliances 
became a football of competition. 
Almost every retail outlet sold elec- 
trical appliances, and a most unsatis- 
factory condition resulted. , 

The credit for pioneering in elec- 
trical devices and developing the 
electrical appliance industry must 
be given to the public utilities. They 
have in the main provided the 
capital, research and experimenta- 
tion and mechanical effort that have 
brought forth the highly perfected 
housewife helps and conveniences 
used today and now considered an 
absolutely necessary part of human 
existence. 

The utilities were primarily in- 
spired by the aim to sell electric 
current. Every device attached to 
their lines increases their consump- 
tion total. The sale of current is 
still their principal purpose. 

Through their purpose of selling 
current they were led to the de- 
velopment of the electrical devices, 
and then to marketing them. To in- 


sure sane merchandising, to develop 
the demand for their main com- 
modity — electric current — utility 
stores were established. Intensive 
sales policies, scientific selling were 
put into effect. Educational cam- 
paigns were carried on, through 
advertising and other means, to in- 
struct the housewife in the use of 
the new utensils and devices. Edu- 
cational advertising was very effec- 
tive, and is still doing marvellous 
work for the industry. The result 
has been the almost universal adop- 
tion of the appliances by the public. 

Through all this development of 
the industry, the hardware trade has 
carried on. Electrical appliances 
have been sold by the hardware re- 
tailers throughout the development 
period of these appliances. 

As the industry came to a firmer 
basis of development, quality rather 
than the price became the prime 
factor, and the manufacturers rec- 
ognized the~necessity of securing 
responsible retail outlets. The pro- 
cedure of distributing through dis- 
trict agencies proved unprofitable 
on account of excessive costs. 

Distribution through local retail 
outlets is the most economic, efh- 
cient and satisfactory method. The 
hardware store is the most respon- 
sible of all retail agencies. Statistics 
show that the life of the average 
hardware store is longer than other 
retail establishments. It requires 
years to develop a successful hard- 
ware establishment in a community. 

The manufacturers realize these 
facts and the position of the hard- 
ware dealer in his community or 
neighborhood. The dealer fits in 
with the new plan of distribution ; 
consequently, in the future, the re- 
tail hardware trade will be a very 
great factor in the electrical ap- 
pliance industry. 

The average hardware dealer is 
alive to the situation as to electrical 
appliances. A transition from the 
old type of store has occurred. 
New stores, modern displays, at- 
tractive windows, intensive sales 
policies, latest merchandising meth- 
ods have been installed and have 
transformed the old hardware store. 

Electric hardware has become 
standard hardware merchandise ; 
the future for it and for the alert, 
progressive retailer is very bright. 
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Over-the-Counter 
Cleaner Merchandise 
Stimulates Repeat Sales 





Model 42 Model 58 


Motor Driven Brush 
All-Ball-Bearing Movement 


$2930 $3,950 


Attachments $7.00 Extra Attachments $7.00 Extra 


Straight Suction 


































WX) OMEN are becoming educated through national advertising to buy 
their vacuum cleaners over-the-counter, where they have every oppor- 
tunity to compare values and save money. 


UNIVERSAL Vacuum Cleaners are built and priced specially , 
for over-the-counter trade. Nationally advertised and well-known 
to all classes of customers they are striking in appearance, sen- 
sational in performance, and popular in price—selling readily when 
displayed and demonstrated. And once in the home, these high- 
est quality cleaners continue working for you—they are so per- 





fect mechanically as to practically eliminate servicing needs and 
give years and years of highly satisfactory cleaning service— 
the kind of service that brings the customer back to your store 
for more goods of the same high standard. 


Let the famous trade-mark UNIVERSAL, known and re- 
spected in homes the world over, build for you a profitable 
cleaner trade. Our district representative will be pleased 
to tell you all about the UNIVERSAL Plan for Greater 


Cleaner Business. Drop us a line today. 


LANDERS, FRARY & CLARK ¢>3 


/ 
f. 
=. kh 
asd 


New Britain - «= «© «= « + Connecticut 
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HORTON --- - 


The Do-All Laundry Model 
Ironer is conveniently 
mounted ona sturdy table at 
the correct height for conven- 
ient use. Electrically driven 
and electrically heated, the 
Do-All has standard 26 iach 
roll with full open end. 


This is the Do-All Table 
Model.The porcelaintopped 
cabinet provides convenient 
working space in kitchen or 
laundry, and is easily and 
quickly removable, making 
the ironer itself ready for in- 
stant use. Electrically heated 
and driven; 26 inch roll with 
full open end. 


The Do-All Console Model 
shown here, with its hand- 
some cabinet in walnut fin- 
ish, is a fine piece of furni- 
ture for any room in the 
home. Used as a table its ap- 
pearance lends distinction. 
The cabinet top is easily re- 
moved and the ironer ready 
for instant service. 


The New No. 36-83 Washer, 
shown here, is a handsome 
addition to the Horton Per- 
fect 36 line. Among its fea- 
tures are a tub of gleaming 
porcelain on Armco, and an 
improved pressure cleanser 
with balloon rollers. Its sur- 
prisingly moderate price 
marks the 36-83 for instant 
popularity. 


HORTON 


-A ~&- 0-0 D 

















This is the handy Do-All Portable Model, 
with the 26inch open end roll, electrically 
heated and electrically driven, mounted 
on a base which is readily carried for use 
where convenience dictates. 


NAME 





The Line of 
Leadership 


EVER BEFORE has leadership or service in the 
N entire field of home laundry equipment been ex- 

emplified so strikingly as in the Horton complete 
line for 1930! 

The progressive spirit which has carried Horton through 
59 years of high quality manufacture is manifested, not 
only i in the completeness of the line, but also in distinc- 
tive features of the individual washers and ironers— 
features which mean easier, quicker sales, more profitable 
business for dealers. 

The Do-All Ironer is presented in five new popular 
models, which with the famous Horton Automatic, pro- 
vide Horton dealers with an ironer to meet every possible 
home requirement in this great potential market. 


EVERY WASHING MACHINE IN THE HORTON LINE 
HAS A TUB OF BEAUTIFUL PORCELAIN, FUSED ON GEN- 
UINE ARMCO. Horton pioneered in the use of porcelain, 
which has proved the most durable, beautiful and genu- 
inely satisfactory material for this purpose yet discovered. 

The New Horton No. 36-83 with modern Ivory por- 
celain tub is an important addition to the Perfect 36 
line, at a surprising price, which marks it for instant 
popularity. Among its features is the improved pressure 
cleanser, with balloon rollers. The Horton Emerald with 
its exceptional quality sets 
the pace in the price field. 

Dealers should write now 
for further details of the 
profit possibilities in the 
complete Horton line. 


Or Ask Your Jobber 


Horton Manufacturing Co. 
Fort Wayne, Indiana. 


Washers 


lroners 


FOR 7. © EARS 
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YOUR CUSTOMERS CAN 
HEAR THE DIFFERENCE AND 
SEE THE REASON « « 


4-PILLAR CONSTRUCTION MAKES EVEREADY RAYTHEONS 
D | FFE R EN T—STR O N GE R —BETTER! THE one thing that a// your customers are interested 


in is how to get better reception from their radio sets. Now you can sell them better reception—the best 
that’s possible—with Eveready Raytheon 4-Pillar Tubes. They’re a new, revolutionary improvement!.. . 
Eveready Raytheons give better reception because of their exclusive, patented 4-Pillar construction. 
Look at the diagram on this page. Notice the solid, four-cornered glass stem, with four sturdy pillars imbedded 
in it. See how these pillars hold the elements at both sides as well as at the ends. In no other tube are the ele- 
ments braced so rigidly and strongly. . . . This means that Eveready Raytheons are immune to the jolts of ship- 
ment and handling which endanger the performance of ordinary tubes. In each Eveready Raytheon, the fragile 
elements are permanently anchored in their most sensitive position! ... Te// your customers to renew all their 
tubes with Eveready Raytheons at regular intervals... and their reception will always be clear, full-voiced, 
and breath-taking in its realism. ... These tubes are built by the makers of the famous Eveready Layerbilt 
“B”’ Batteries—another radical radio improvement. Eveready Raytheons come in all types, and fit every stand- 
ard A. C. and battery-operated receiver now in use. They are selling fast through a selected number of jobbers, 
conveniently located. Ask your jobber, or write us now for the names of jobbers near you. 








NATIONAL CARBON COMPANY, Inc. General Offices: New York, N. Y. 
* Branches: Chicago Kansas City New York San Francisco 


y 
Unit of Union Carbide [aa and Carbon Corporation 


EVE ADY 
RAT EAN 


ER él 
ve RAYTHEON 
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F, WILKENS, president 
& and general manager of 
® the Wilkens - Leonard 
Hardware Company, Youngstown, 
Ohio, declares that the steady prog- 
ress this firm has made during the 
past twenty-seven years has been 
due to the complete systematization 
of every branch of the business and 
a thorough knowledge of the mer- 
chandise offered for sale. A few 
of the most important and produc- 
tive contributing factors are out- 
lined herewith. 

The Wilkens-Leonard company 
has specialized for years on elec- 
tric washers, ironers, vacuum 
sweepers, gas ranges and lawn 
mowers. As an aid to providing 
sales information concerning these 
specialties, a special shop or labo- 
ratory is maintained for the purpose 
of investigating the relative merits 
of the different major appliances. 
Through this method, it is said, the 
firm is in a better position to place 
its unqualified recommendation on 
each particular article. A stronger 
selling talk is a natural result of 
the tests. The salesmen are them- 
selves sold on the appliance or arti- 
cle in question, having found it of 
proven merit, well adapted to its 


purpose and an excellent value at 


the price being asked. 


"Turoucs forcible sales argu- 
ments, thus provided, and. by con- 
centrating the bulk of its sales ef- 
forts on like specialties of relative- 
ly high unit value, the business has 
grown in leaps and bounds. The 
sales records of the firm disclose 
that 10,000 electric washers have 
been sold since the firm was estab- 
lished. Five carloads of a _ well 
known washer were sold in a period 
of seven months. The business on 
the other specialties mentioned 


compares favorably with the wash- 
ing machine record. 

Each department in the store is 
manned by a staff of especially 
trained salesmen, who confine their 
endeavors exclusively to their own 







This is the first or main sales floor of the 
six sales floors used by the Wilkens- 


Leonard Hardware Co. 


In this manner great- 
er efficiency is procured. 

The heads of departments in the 
Wilkens-Leonard store are compen- 


department. 


sated on a basis of sales. Of this 
plan, Mr. Wilkens said: “Each man 
feels that he is working for him- 
self.” After trying several profit- 
sharing plans with their employees, 
the store finds it more feasible in 
their instance to divide the profits 
in the following manner: After 6 
per cent is deducted, one-fifth of 
the net earnings are equally divided 
among the ten most worthy depart- 
ment heads. This bonus does not 
become payable until thé first of 
July, following the close of busi- 
ness for the preceding year. For- 
merly, this same share of the profits 
was equally divided among all em- 
ployees. Mr. Wilkens found the 
firm was being imposed upon in 
using this plan, as the “sluggards” 
were receiving the same portion of 
the “pie” as the energetic and like- 
wise “hungry” salesmen. 


As is obvious, the rule for wait- 
ing six months before paying the 
bonus is enforced to retain the 
salesmen. This was found neces- 
sary because Wilkens - Leonard 
salesmen are real salesmen and spe- 
cialists, with the result that their 
services are much sought for. The 
system prevailing at present has 


been found entirely satisfactory and 
a very profitable arrangement for 
the firm. 

The store arrangement has been 
carefully planned in the modern 
manner. The firm was among the 
first to have used paneled door 
sampling, installing this style of 
display in the store twenty-seven 
years ago. Samples, in the method 
being used, are displayed on both 
sides of swinging panel doors. Re- 
serve stocks are carried on shelves 
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WILKENS-LEONARD 











Several features of 
the display units shown 

in the foreground of the above 
photograph are described in the 
accompanying article. 


in the rear of each panel. Items 
identical with the samples are easily 
located through being numerically 
arranged. Many display features 
of the store are unique and prac- 
tical, chief of which are the open 
type display units illustrated. They 
are unusual in that the bottom shelf 
is well illuminated by lights, which 
are installed underneath the top 
shelf. Another advantage is in the 
large amount of space provided be- 
tween shelves. This permits large 
articles to be shown on the bottom 
shelf, making it almost as desirable 
for display purposes as the top. The 





bottom shelf of the units is seven 
inches from the floor, making it 
easy to sweep under them. 

The first floor is used as a display 
room and sample merchandise from 
six floors and basement is shown in 
a well ordered and attractive ar- 
rangement. A large mirror extend- 
ing across the front of the over- 
hanging balcony office is used to 
create an optical illusion, which 
gives the store the appearance of 
greater depth. Mr. Wilkens asserts 
that a good passenger elevator is a 
very advantageous feature, even for 
stores having but two floors, so a 


An optical illusion 
is created through 
the use of plate 
glass mirrors across 
the front of an over- 
hanging office bal- 
cony. This tends to 
make the store ap- 
pear longer than it 
is in reality, thus en- 
hancing its appear- 
ance 


conspicuous sign denotes the loca- 
tion of the elevator in the store. 
This firm finds newspaper adver- 
tising a wonderful sales aid, and 
accordingly 4 per cent of the cost 
of, doing business is charged off to 
this item. Prices are seldom quoted 
in the newspaper advertisements and 
as a rule, no small unprofitable arti- 
cles are featured, although the firm 
meets price Competition when it is 
at all feasible. Mr. Wilkens con- 
tends that “light is the cheapest 
sales help,” and in keeping with this 
belief the store offers a bright, well 
lighted appearance at all times. 





Advertise, but— 


In preparing your advertising matter, remember that the most effective type of copy pulls; it 
does not push. It is not dictatorial, but appealing. Most folks can be led, but few like to be 
driven. Advertising that is interesting will be read. It is the only kind that will be. Always 
make your copy friendly but never familiar. Advertise your business and let the other fellow’s 
alone. Nobody cares greatly what you may think negatively about your competitor. When you 
write an advertisement or a sales letter, be yourself. If you haven’t a ready idea, wait until you 
have. Forced advertising copy is as offensive as forced conversation. Good advertising is spon- 
taneous. The important thing is what you have to say, not how you say it. 
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Nileo Lamp Works, Inc. 
Emporium, Pennsylvania 


I'd like to get the rest of the 
story — prices and_ literature 
about Sylvania Lamps. 

MM. 125 GLa eee hac ceunewasey 


MOODR oc sccs es cies 456 se eheos 





Nitco LAMPS 


ARE RE-CHRISTENED 


with a great 
furnover name 


You may have missed the first news—or you 
may have missed its significance—but Nilco 
Lamps are now Sylvania Lamps. 


These excellent lamps, with twenty-five years 
of Nilco reputation and development and con- 
sumer confidence, are in the future to have the added pres- 
tige of the Sylvania family name. 


Its significance is this: the millions who have listened for 
several years to the broadcast programs of the Sylvania 
Foresters are business friends—friends now for Sylvania 
Lamps as well as for Sylvania Radio Tubes. 


All this is added to the established Nilco popularity. 


Add the billboard and magazine and newspaper advertising of 
Sylvania, and of “the flashing S, on a Green Oak Leaf” and you 
have suddenly a new, swift-moving product to count on for profit. 


Count on it. 
Ask the Sylvania Jobber’s Salesman or Us! 


NILCO LAMP WORKS, INC., Emporium, Pennsylvania 


used to be ILC) ILC 220 they re 


Sylvania.Lomps 


Licensed Under General Electric Company’s Incandescent Lamp Patents. 
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No other ironer offers to the user such a wide margin of important 
advantages over all other ironers, as does the Dexter-Rainbow. 






Finger-tip safety control, the biggest single improvement in the en- 
tire history of automatic electric ironers, is only one of Rainbow's 
many exclusive advantages. The outstanding supremacy of Rain- 
bow construction and performance, makes the new moderate 
price seem astonishingly low. The Rainbow is, without reserva- 
tion, the most complete and modern ironer on the market. It is 
the only “fully equipped” ironer. 














No other washer offers to the user such a wide margin of importent 
advantages over all other washers, as does the Dexter Fastwin. 






Only with Dexter Fastwin is a really thorough washing method 
100% convenient. Only Dexter Fastwin can keep “grayness” 
out of clothes with minimum effort. Only Dexter Fastwin puts 
home washing completely out of reach of laundry competition. 
No other washer made, so fully justifies the higher price and wider 
merchandising margin which makes home demonstration work 











No other single-tub washer at any price will out-wash or out-last 
the low priced Dexter Speedex — and few if any others are so 
good looking. 








Choice of either porcelain tub or standard heavy copper tub nick- 
eled outside as well as inside. Balloon rolls standard equipment 
with either tub. Simple “take-ups” at the four points of normal 
wear, make Speedex forever knock-proof. No single-tub washer , 
onthe market canjustify a price higher than that of DexterSpeedex. @ 
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SEVEN 
MILLION 
RADIO SETS 
REQUIRE 
NEW 


ALES of radio tubes in 1929 
m reached a total representing a 

sum almost one-third that in- 
volved in the sale of new sets dur- 
ing the year. This is the most sub- 
stantial reason why hardware mer- 
chants should not only stock the 
line, but aggressively merchandise it 
as well. It has been estimated that 
7,100,000 electric radio sets are in 
use, to say nothing of battery oper- 
ated receivers. Electric sets, due to 
the fact that tubes used in them 
have a considerably shorter efficient 
life, offer by far the greatest re- 
placement market. On good author- 
ity it is asserted that the maximum 
efficient life of tubes used in elec- 
tric sets is approximately one thou- 
sand hours of service. This signifies 
that the average set owner is a 
potential customer for a new set of 
tubes every year or oftener. 

It is logical to assume that the 
set owner, once he has replaced his 
tubes with new ones, which in his 
estimation are entirely satisfactory, 
will continue to patronize the estab- 
lishment where he secured the in- 
itial replacement tubes. That es- 
tablishment should be his favorite 
hardware store, and quite often it 
is. However, the hardware mer- 
chant should make a genuine effort 
to secure new customers for radio 
tubes, using every effective medium 
available. Frequent window dis- 
plays aid in arousing interest, and 


HIS window, featuring Eveready 
Raytheon Tubes, product of Na- 
tional Carbon Company, is located in 
the Union Carbide & Carbon Building 
on 42nd Street, New York City. The 
display features the Four Pillar con- 
struction of the popular Eveready 
Raytheon Tubes. 


newspaper and other forms of ad- 
vertising are also helpful. Prob- 
ably the most expedient method to 
tube sales is to show the pros- 
pective customer, by actually in- 
stalling new tubes in his set, just 
how much new tubes will improve 
reception and assure greatly im- 
proved results. Many noises, loss 
of volume, rasping reproduction 
and other difficulties 
often encountered, are 
often attributed to other 
factors when the tubes 
alone are at fault. 





Year 


1922 
1923 
1924 
1925 
1926 
1927 
1928 
1929 





The wideawake hardware dealer 
will engage radio owners who visit 
his store in a conversation relating 
to some radio subject. At the op- 
portune time he will then suggest 
that he is confident that a new set 
of tubes will greatly improve 
the results obtained from the pros- 
pect’s particular set. He will re- 
quest the privilege of calling at the 
prospect’s home at his convenience 
to install a new set of tubes, and a 
comparison between the old and 
new can be made during his visit. 

(Continued on paae 97) 





HOW THE RADIO TUBE MARKET HAS GROWN 


Number Value 

1,000,000 $ 6,000,000 

4,500,000 17,000,000 
12,000,000 36,000,000 
20,000,000 48,000,000 
30,000,000 58,000,000 
41,200,000 67,300,000 
50,200,000 110,250,000 
55,000,000 137,500,000 
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ASSOCIATED Vn 
Nou ne) 27 
DISTRIBUTORS 




















( | USINESS has gotten over being scared of itself. 

| The principal ailment from which it has been suf- 

, on | fering is bellyache—from undigested merchandise 

ee | —and beautiful oratory about the soundness of busi- 

ie pe | ness does not relieve the patient. 

I> «Neb hae Fremdiin Son | 

7 pee There still are considerable overstocks among whole- 

i es Se Oh Oe. salers and retailers of this industry. But speeches won't 

t insite help those business men. Speeches don’t move over- 

> sl produced merchandise. 

- 

yeaa chine = The financial strength of ASSOCIATED FACTORY 

14 ‘eiiahdi P DISTRIBUTORS made. itself felt throughout the diffi- 

> sgn 4 cult past few months. Action, not speeches, were the 

t nets co 4 credo. The products these twelve distributing organiza- 

14 OF MICHIGAN ’ tions represent were not dumped on the market. Price 

7 peo 4 guarantees were maintained. Straight-shooting jobbers 

‘ “BLD AEN CO. NC. 4| and dealers found a friendship with a formidable fist. 
. Pennsyivania 4 

ie «a. tan cuomvone. ‘ Without banalities and loose talk—quietly and con- 

> ae > sistently —the vast field organization of ASSOCIATED 

IP wieDensact-sROWN CO.,INC. 4 FACTORY DISTRIBUTORS has been hard at work 

i yi ane > helping the wholesaler and retailer with business ideas 

aa  -_ and with local interpretation of worth-while manufac- 

i¢ siieieiiais j turers’ business policies. 

[= | 

> 4 

i¢ ‘ 

4 | 








ASSOCIATED FACTORY DISTRIBUTORS 
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’'C—The Average 


Power Cost for a 


Season’s Hay Hoisting | 


CONOMY and convenience, 
EK considered, few more helpful 

devices have been invented to 
lighten the tasks of farm labors 
than will be found in the rank and 
file of electrical farm equipment. 
One of the most practical of these 
is the motor-driven hay hoist. 
While it is rightly termed a hay 
hoist, the equipment can be used 
equally as well for other hoisting 
work, such as storing ice, elevating 
grain, hoisting bags of feed and 
fertilizer, etc. The motor is, of 
course, a separate unit, generally 
speaking, which may be used for 
many other farm purposes. 

A motor-driven hay hoist consists 
essentially of two drums, a larger 
one for raising the load and elevat- 
ing it into the mow and a smaller 
one for returning the empty carrier. 
Levers on opposite ends of the hoist 
are connected to each of these drums 





| lata AS 2 
Re oe 


for governing the raising and low- 
ering. A brake is also provided to 
control the speed of the load and to 
hold it at any desired point. Hay 
hoists, in most instances, are belt 
driven from the motor, although in 
some types the motor is directly con- 
nected to the hoist. 

The cost of operating a hay hoist 
is extremely small. The energy con- 
sumption per ton of hay hoisted 





varies somewhat with the type of 
hoist, but generally speaking it av- 
erages about 0.4 kilowatt-hours. 
The total consumption for the sea- 
son will probably be less than 10 
kilowatt hours on the average farm. 
At a rate of 7 cents per kilowatt 
hour, it will be seen that the farmer 
can do his entire job of hay hoist- 
ing for about seventy cents. Motors 
ranging in size from 2 to 5 horse- 
power have been satisfactorily used 
for hay hoisting, but three horse- 
power motors seem to be favored 
for this particular purpose. 

Electric hay hoists were discussed 
at a recent meeting of the North 
Society of Agricultural Engineers. 
E. W. Pilgrim, a member of the 
society, who is affiliated with the In- 
dustrial Engineering Department of 
the General Electric Company, in 
speaking on this subject, revealed 
an abundance of information which 
should be of incalculable value to 
interested dealers. Briefly, his re- 
marks were as follows: “The deter- 
mine the size of motor for a hay 
hoist we should know—first, the 
weight of a fork full of hay; second, 
the hoisting speed; and third, the 
efficiency of the hoist. 

(1) The weight of a fork full of 
hay will vary depending on the kind 
of hay and how dry it is, but since 
the hoisting time is about 30 seconds 
or less, the overload capacity of the 
electric motor will be sufficient for 
the heavier forks of hay so that for 
calculations an average weight can 
be used. 

A load of hay will weigh from 
2000 to 3000 Ib., the average is prob- 
ably 2500 Ib., and would be unloaded 
in five forks full, giving a weight 
per fork full of 500 lb. To this 
should be added the weight of the 
fork and pulley block and a short 
length of rope, which will make a 
total of, say, 600 Ib. 

(2) Hoisting speed.—During the 
past summer I have checked the 
hoisting speed on several existing 
hay hoists. The data is shown in 
the following table: 

(Continued on page 92) 


HE cost of operating a hay 
hoist is extremely small, 
averaging 0.4 kilowatt-hours 
per ton. Here is an electric 
outfit in operation. 
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HIGHEST GRADE ' 

swinging wringer with 

214,-in. soft balloon *~ 

rolls. None better ~— 
made. Instant re- 

lease, of course. 


Sells for 


$9q;50 


Be 






PORCELAIN 
ENAMELED TUB 
inside and out; pol- 
ished 
splash ring; spun alu- 
minum lid; full six-sheet 
capacity; self draining. 
Finished in duo- 


green tones. 


aluminum 


Looks 
Clean. 
Super-size, super-efh- 
cient CAST ALUMI- 
NUM IMPELLER with Quiet As A 







tapered post. Washes fast— 
but keeps garments from wrap- 
ping. No “wear and tear.” 
Spray-perforations between 


baffles increase water ac- 
tion. (See picture 


below). 





Is America’s Greatest Washer Value— 





For Both Dealer and Consumer! 








Kitten’s Purr 


Precision MACHINE- 
CUT GEARS running in 
a bath of oil in a LEAK- 
PROOF gear case—with 

ample power from 14 

hp. standard make 
motor. Quiet oper- 
ation and long 
life assured 
from this 

washer. 
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It has “eye-appeal”—with its cool, clewn finish, its extremely 
attractive lines (the legs are malleable cast with 2-inch rollers) and 
polished drain-board and splash ring. 


It has “profit-appeal” because it will sell rapidly and easily (AND 


STAY SOLD WITHOUT SERVICING) at gratifying discounts. 


It has “service-appeal” because it will do all that any washer can do—and 
do it as well—as rapidly—and as long—AT TWO-THIRDS THE PRICE OF 


WASHERS NO BETTER! 





WRITE OR WIRE FOR INSPECTION SAMPLE TODAY. 
5 OTHER MODELS COMPLETE A FINE LINE. 


Getz Power Washer Company 


4330 Walnut Street, Morton, Iii. 
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. 2s 
e 3 
gy oF 5s mo 
iat $2 ¢% ae ae + 
& tikies Be os gs <G2 
Ft. Sec. 
A Shp-1800rpm 12 9.0 80.0 
A Shp-1800rpm 20 14.0 85.7 coe 
AA Shp-1800rpm 22 16.0 82.5 84.7 
B_ Auto truck 30 13.0 139.0 bieed 
B_ Auto truck 32 14.0 137.0 138.0 
C 3hp-1500rpm 24 24.0 60.0 aan 
C 3hp-1500rpm 25 26.0 57.7 — 
C 3hp-1500rpm 26 26.0 60.0 59.2 
D Two horse team 20 9.0 133.0 
D Twohorseteam 22 10.0 132.0 
D Twohorseteam 22 10.0 132.0 nea 
D Twohorseteam 25 12.0 125.0 130.5 
E 7% hp. portable 23 9.0 153.0 
Farm motor 23 10.0 138.0 
1800 rpm 23 12.0 115.0 
23 12.5 110.0 
23 «15.0 92.0 smi 
23 =15.0 92.0 113.0 


Difference in time probably due to clutch 
skipping. 
F 7 hp gas engine—360 rpm 32.7 


This engine was not running and 


the hoisting speed was calculated 
from data taken. The drum speed 
was 300 rpm., where as 600 rpm. is 
recommended by the hoist manufac- 
turers. 

From the above table you will 
note that there is a very wide range 
of hoisting speeds, and since the 
travel along the barn is twice the 
hoisting speed and to insure a min- 
imum shock to the equipment when 
changing from hoist to travel speed 
I would suggest a hoisting speed of 
75 ft. per min., which would give a 
travel speed of 150 ft. per min. 

(3) Efficiency —Taking into con- 
sideration the friction of the ropes 
through the pulleys, hoist friction 
and belt slippage, a fair value for 
overall efficiency to assume will be 
65 per cent. 


The power required to hoist 500 
lb. at 75 ft. per min. hoist efficiency 
65 per cent will be 1.75 horsepower. 
A 100 Ib. load will be 3.5 horse- 
power. 

The rope speed for returning the 
fork preferably should be the same 
as the travel speed. Hoists now on 
the market have a return speed of 
two and three times the travel. This 
is too high and often gives trouble 
with tangled ropes. The car also 
strikes the stops with too great an 
impact. 

Summary— 

Hoist speed, 75 ft. per min. 

Travel speed, 150 ft. per min. 

Return speed, 150 ft. per min. 

Motor, 3 horsepower. 

Motor speed, full load. 1765 
rpm. 





Picturing How Radio Sets Work 


the radio set from the signal pick-up to the final 
delivery to the listener of the original tone and word 
of the broadcast, have been pictured with unusual sim- 
plicity by L. Hyams, of the engineering department of 
E. T. Cunningham, Inc., manufacturer of radio tubes. 
Mr. Hyams explains the drawing as follows: 
“When the set is turned on, the electrical supply com- 
ing from the light-socket connection is converted at (A) 
so as to light tubes; it then passes through the rectifier 
tube (B), where it is converted to electricity suitable to 


[ the drawing below, the fundamental operations of 


operate remaining parts of set. At (C) the converted 
electricity is distributed to the different parts. 

“With the set now ready for operation, a station is 
selected by means of the tuning dial. This is ‘picked up’ 
by the aerial (1) and transferred to a section of the set, 
where the radio wave of the selected station is increased 
in strength. This part of the set is known as the radio 
frequency stages and the tubes used here (2) are known 
as radio frequency amplifiers. 

“The strengthened wave now passes into a part of the 
set where it is changed into one, which, when amplified, 

will operate a loud speaker. The tube 
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SOM AERIAL WHERE 
WAVES ARE PICKED UP* 
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(NCREASEO IN STRENGTH (TUBES USED 
‘WN THIS PART OF SET ARE CALLED 
BALIO FREQUENCY AMPLIFIERS) 


OPERATE THE 
FIRE USED HERE 
UBE U. 
g a: CALLED DETECTOR] 
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| RADIO WAVE OF SELECTED STATION /8 ST REMG THEMED CHANGED WAVE (5 $: 
RADIO WAVE 1S | ENED TO 

AN SPEAKER 

ONE WHICH WHEN) ARE CALLED 

AMPLIFIED WILL | AMPLIFIERS) 


used here is called the detector (3). 
“The changed wave now goes 
through the amplifier, or strengthening 
stage. The tubes used in these stages 
Lf an yy hg are called audio frequency amplifiers 
TUBES USED HERE (4). It then passes into the loud 

AWD0 FREQUENEY : : 
speaker, which changes the electrical 
waves into the sound waves, which 
meet the listeners’ ears in the form of 
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Plans Are Completed for 
Atlantic City Radio Show 


N size, attendance, and entertainment features, the 
I annual convention and trade show of the Radio Manu- 
facturers’ Association at Atlantic City next June will 
surpass records, according to information now available. 
Reservations for the exhibit space in the mammoth 
$15,000,000 auditorium on the Atlantic City boardwalk 
now exceed all past records of successful R. M. A. 
trade shows. 

Reduced railroad fares, the association announces, also 
have been granted by all railroad lines. One and one-half 
fares for the round trip, on the certificate plan, have 
been arranged for the great R. M. A. gathering. Spe- 
cial trains to Atlantic City are now being arranged from 
New England, New York, Chicago, St. Louis, Cincin- 
nati, Detroit, Minneapolis, St. Paul, Dallas in the South- 


west, Los Angeles, San Francisco and the Pacific North- | 


west, and also from New Orleans, Atlanta, and other 
Southern points. 

The unusual vacation and entertainment advantages 
of Atlantic City, “the playground of the nation,” are 
apparently going to be taxed to their utmost for the en- 
tertainment of the radio throng during the R. M. A. week 
of June 2. 

In addition to the convention and business meetings 
of the R. M. A. extensive programs for discussion of 
many industry problems also are being prepared by the 
National Federation of Radio Associations and the 
Radio Wholesalers’ Association. On Tuesday, June 3, 
the Institute of Radio Engineers are holding a special 
session. There will also be meetings of the newspaper 
Radio Editors’ Association and the newly organized 
Radio Press Association. 

For the exhibition of the latest art in modern radio 
products, the vast auditorium at Atlantic City will have 
about 200 exhibitors of receiving sets, tubes, parts and 
accessories. Already more than two months in advance 
of the trade show, there have been reservations for more 
than 30,000 sq. ft. of exhibit space, and, in addition, 
many demonstration rooms immediately adjoining the 
exhibit floor. The reservations now total more than the 
entire exhibit space at the R. M. A. trade show last year 
at Chicago and nearly double the 1928 trade show. 

Jess B. Hawley of Chicago, show committee chair- 
man, and G. Clayton Irwin, Jr., trade show manager, 
are still receiving space reservations and assignments 
to exhibitors are being made. 

Plans for the convention features and annual R. M. A. 
banquet, the latter on Wednesday night, June 4, are also 
being made by B. G. Erskine, of Emporium, Pa., chair- 
man of the R. M. A. Convention Committee. One of 
the largest banquets ever held in the United States is 
assured, in the great ballroom of the auditorium. Unique 
entertainment features at the banquet and also during 
radio week are being arranged by Chairman Erskine. 

For the special train service to Atlantic City and con- 
venience of the radio dealers and jobbers attending the 
R. M. A. events, cooperation is being given by officers 
and others of the National Federation of Radio Asso- 
ciations and the Radio Wholesalers’ Association. 


Electrical Goods Section 
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: Keep &. xira 1 lamps ¢ on hand ZN 


Parana sees _ 


The 


HYGRADE 


Merchandising Policy 


Buy what you want 
when you want it 


Itis the policy of the Hygrade Lamp 
Company to sell its dealers as many 
or as few lamps as they want — when 
they want them. 


Experience shows that this plan encour- 
ages a steadier turnover of stock, ties 
up less of the dealer's working capital 
and creates greater profits for all. 


Hygrade Jobbers can supply you with 
sales helps for Hygrade Lamp Bulbs. 


HYGRADE 


LAMP BULBS RADIO TUBES 


MADE BY 
HYGRADE LAMP CO., SALEM, MASS. 


VV 


LAMPS 
YOU CAN DEPEND UPON 


TUBES 
YOU CAN TRUST 
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NEW GOODS TO SELL 


Adapt-O-Matic Water Heater 


The Adapt-O-Matic Water Heater is a 
storage type electric water heater, recently 
placed on the market by the Westinghouse 
Electric & Mfg. Co., East Pittsburgh, 
Pa. It is suitable for either full or semi- 
off-peak heating and for providing either 
continuous or intermittent service. 

With both elements of the dual-element 
heater in multiple, maximum wattage is 
delivered. With one unit connected with 





the line, half wattage is delivered. Quar- 
ter wattage results from series connec- 
tions. When one heater is connected 
through a timing device to a semi-off-peak 
meter, advantage may be taken of the low- 
er power rate available for this type of 
load. 


Automatic heating control is given to 
this heater by the Spencer thermostat, and 
the Corox heating element. When hot wa- 
ter is drawn from these heaters, the in- 
coming cold water at the bottom of the 
tank causes the thermostat in the lower 
heating element to close the circuit. The 
upper heating element is not affected, un- 
less a sufficiently large draw-off has been 
made to materially lower the temperature 
of the water at the top of the tank. When 
the thermostat in the upper heating ele- 
ment closes the circuit rapid recuperation 
of the water temperature at the top of the 
tank is assured, says the manufacturer. 

The heater is equipped with either gal- 
vanized or copper tanks of 30 or 52-gal- 
lon capacities. A thickness of 4 inches of 
Balsam wool on the 52 and 3 inches on the 
30-gallon heater encloses the tank. Tanks 
are mounted on wooden blocks reducing 
radiation losses to a minimum. Provision 


is made for completing a trap in the hot- 
water outlet to prevent recirculation. Rust- 
ing is prevented by japanned casing on 
both inside and out, and a gray lacquer 
finish. All inside wiring is enclosed in a 
rigid conduit enclosure. 





Star-Rite Heater and Iron 


The new Star-Rite flat iron and Star- 
Rite Heater are being offered to the trade 
by the Fitzgerald Mfg. Co., Torrington, 
Conn. The iron is chromium plated and 
the manufacturer states that it will not 
tarnish, rush or discolor. This iron is 
equipped with bakelite plug, six feet of 





silk cord, comfortable grip handle, air- 
cooled heel rest, wrinkle-proof heel and 
polished glassy-smooth ironing surface. 
This new Star-Rite electric heater is 
finished in chromium, It stands 17 in. high 





and has a 14-in. heavy-gage copper reflec- 
tor which is chromium plated. The guard 
is black lacquered, heavy copper wire, and 
is removable. A conical element of the 
Edison screw-base type, nine feet of cord, 
and two-piece plug are provided. The 
weight when packed is 12 Ibs. 


Esico Junior Soldering Iron 


A new soldering iron designed to sell 
at a popular price has been offered to the 
trade by the Electric Soldering Iron Co., 
Inc., 135 W. 17th St. New York City. 
It is the Esico Junior Soldering Iron. 

This iron has been designed along the 
same lines as the heavy types of irons made 
by this company. It has a blue steel, 


one-piece case and a replaceable, forged 
copper tip. The element is made of high 





grade nickel chrome and is wound on a good 
grade of mica insulation. 


New Thor Washing Machine 


The new De Luxe model Thor agita- 
tor type of washing machine is offered to 
the trade by Hurley Machine Co., Chicago, 
il. 

It is made of Monel metal which gives 
enduring qualities and a silvery appear- 
ance. The tub is mounted on a heavy 
pressed steel base which rests on four 
pressed steel legs, finished in gray lacquer. 








This model has a capacity of six pounds. 
All the mechanism is enclosed in cast iron 
and steel housing, in which all gears are 
lubricated by the splash system. Enclosed 
mechanism and a direct motor drive com- 
bine to keep the water and clothes free of 
all lubricating matter and dust. The swing 
wringer of the machine is removable and 
reversible and is made entirely of metal. 

A ¥% hp. motor operates the washer. 
At a slight increase in price this washer 
may be obtained with a small gasoline en- 
gine. The Thor De Luxe washer weighs 
146 Ibs. 
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Close Top 
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Painter’s Trestle 


Extension Trestle 










Spruce Up and Sell Spruce Ladders 









































Taper 
Single 
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Spring Is Here! See the Painter, Carpenter, Plumber, Mason, Farmer and Housewife. 


Bath, N. Y. 


Sell Them a Ladder or Step Ladder 


W. W. BABCOCK CO. 
























MYERS 
Shallow Well 
Home 

Water 
Systems 
Two Sizes 


"9250 to300 
Gallons 
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a ) PUMPS-WATER SYSTEMS -HAY TOOLS - 


HEN you sell Myers Water Systems you are 
selling superior performance that is a reve- 
lation in simplicity, carefree and economical 

service. Every Myers feature is the result of 

Myers engineering experience. Nothing has been 

overlooked in Myers design and construction to 

provide the utmost in satisfaction for those who 
depend on Myers Water Systems for their daily 
water supply. Positive self-lubrication, housed 
but easily accessible working parts, complete 
automatic control, are built in values that guaran- 


tee uniformity of operation at a minimum of cost. These are 
the reasons Myers Water Systems are so universally success- 
ful and equally profitable for the dealer who sells and installs 
them. Write or wire for catalog and information. 


Tz F.E.MYERS & BRO.c . | 


ASHLANDB, OHIO. 
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Universal Electric Ironer 


For use in the home Landers, Frary & 
Clark, New Britain, Conn., offer the Uni- 
versal electric ironer. It is designed for 
pressing and steaming work. 

This appliance is neat in appearance, 
compact in size and is easily operated. 
When not in use, the ironer, which has a 
smooth porcelain enameled top, may be used 
as a kitchen table. Casters on the legs 
of the machine enable use of the appliance 
in any part of the home. 











The ironing shoe is chromium plated 
and will retain its smooth surface. It is 
controlled by an automatic foot pedal, 
which brings the shoe into position and 
sets the padded roll in motion, enabling the 
entire use of the hands for handling and 
guiding the cloth. An open end roll per- 
mits ironing and pressing freedom. For 
pressing and steaming work a stop-pin is 
pushed in, causing the roll to remain sta- 
tionary when pressure is applied on the 
shoe. One hundred pounds of pressure 
assure excellent results, and this pressure 
may be released instantly by the emergency 
release hand lever. 

There are two swinging racks for hang- 
ing finished work and a hinged white por- 
celain enamel feed board which may be 
used for support for arms and hands of 
the operator. The machine is operated by 
a quiet 1/6-hp. motor controlled by a 
master switch. There is also a switch 
controlling the heating element, which al- 
lows the regulating of the heat used in 
ironing. 


Three Position Control 


Westinghouse Electric & Manufacturing 
Co., East Pittsburgh, Pa., has introduced 
a new three position, single-pole double- 
throw, control switch. It is intended for 





oJ 


| 
| 





use with a magnetic starter controlled by an | 
automatic master switch such as a thermo- | 
stat, pressure switch, or float switch. 





The center position is the “off” position | 
and the motor runs when the switch is in | 
the “hand” position. When the switch | 
is in the “automatic” position, the motor | 
is started and stopped by the automatic 
master switch. Base and cover of the 
switch are made of a_hot-molded_ in- 
sulating compound, and the contacts are 
operated by a lug on a molded push rod. 
The switch is designed for mounting in any 
3/4 in. conduit knockout, and a lock nut 
is furnished for holding the button in place. 


- 


Hygrade Decorative Lamps 
Three new styles of decorative lamps 
are offered by Hygrade Lamp Co., Salem, 
Mass. These lamps are so attractive that 
they need not be used with shades. 


J 











eS 


The Gothic type is particularly adapted 
to wrought iron and uniquely designed fix- 
tures. For use with polychrome and fu- 
turistic fixtures the modernistic style lamp 
is particularly attractive. The candle 
model is evenly illuminated over the en- 
tire length and is particularly well adapted 
for use with silver and pewter wall sconces 
and in candelabra and candlesticks. Both 
Gothic and modernistic types come in three 
unusual colors: ivory, gold on rose and 
black on ivory. The candle type comes in 
ivory. 


‘ 


Superlectric Toaster 


An automatic toaster and server is the 
latest offering of the Superior Electric 
Products Corp., St. Louis, Mo. The No. 
757 Superlectric toaster prepares and serves 
the finished toast right on the plate, with- 
out watching or waiting being necessary. 


Stewart-Warner Radios 

Cabinets of early English period design 
are featured in the new models just 
brought out by Stewart-Warner Corp., 
‘Chicago, Ill., to complete its line of fine 
table and console radio receiving sets. 

Model 'No. 41, known as the Oxford, is 
an adaptation of an original Hepplewhite 
design, relying upon fine graining of woods 
and simple conventional ornamentation for 
its charm. The front panel is faced with 





Oriental walnut overlaid with Australian 
lacewood. A set of sliding doors of Aus- 
tralian lacewood conceals the set controls 
and speaker grille. It is finished with 
durable lacquer. hand-rubbed to dull satin 
lustre. Strongly braced Hepplewhite pe- 
riod legs support the cabinet. This set 
measures 43 in. by 25 in. by 16 in. 

Woodstock, Model 31, is an early Eng- 
lish style cabinet radio of simple design. 
The bold center panel is of beautifully 
figured hard maple, framed at the top and 
sides with decorative carved panels. Wal- 
nut surfacing is used for the cabinet top 
and sides. It measures 43 in. in height, 
25 in. in width and 16 in. in depth. 

The Tremont, Model No. 21, is executed 
in colonial style and gives an impression 
of dignity, strength and endurance. It is 
ideal for use in the small home or apart- 
ment, where floor space must be conserved. 
The front of the cabinet is of finely fig- 
ured Oriental walnut, with graceful spiral 
moldings, decorative carvings and a bold 
speaker grille backed with rich gold-cloth. 
Cabinet top and sides are of American 
walnut veneer. This model stands 36 in. 
high and is 23% in. wide. It measures 
12% in. deep. 

A 17th century English console will 
please those preferring the rugged crafts- 
manship of earlier English design. Model 
No. 47 is surfaced with American walnut 
which is carved in a simple manner. This 
model measures 44 in. in height, 2614 in. 
in width, and it is 1634 in. in depth. 

All of these models are equipped with 








It is 7 in. high, 9 in. long and 5 in. wide. 
This model is heavily plated and highly 
polished, and has rubberoid handles and 
feet. There is a choice of nickel or chro- 
mium plating finish. Each toaster is guar- 
anteed for one year. 


Stewart-Warner screen-grid receiver and 
built-in Stewart-Warner  electro-dynamic 
reproducer, 60 or 25 cycle A.C. These 
| same sets are also available for use with 
direct current and for battery operation. 
| Cabinets are the work of Louis Hanson 
Co., Chicago, Ill, a company known for 
over a half century for the manufacture of 
| fine furniture. 
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Seven Million Radio Sets Require | 


New Tubes 


(Continued from page 88) 


More often than not the demonstration will result in the 
sale of a complete set of tubes without further ado. In 
addition to being featured in window displays at regular 
intervals, tubes should be prominently displayed within 
the store. Being of convenient size, they lend themselves 
readily to open display tables or other display equipment 
of the modern type. In this they can be merchandised 
in much the same manner as electric lamps, and as the 
unit of sale is considerably higher, they offer a margin 
of profit in proportion. 

A representative stock embracing all of the popular 
type tubes now in active demand requires a compara- 
tively small investment. A smaller amount of space to 
stock the line is needed than for many lines occupying 
hardware store shelves, which have a much slower sale. 





The rapid turnover, once the dealer has “broken the ice” 
in cultivating the preference of set owners for the tubes 
carried by his particular store, makes the line highly 
remunerative for the merchant. 

Only one million vacuum tubes were sold in 1921. 
Last year 71,000,000 were sold. In dollars and cents the 
tube business increased from $6,000,000 in 1921 to $137,- 
500,00 in 1929. The saturation point is still far in the 
distance so far as set sales are concerned, as sales have 





shown a consistent gain for every year since 1922, with 
the single exception of 1927. In 1929, 3,900,000 sets 
were sold valued at $487,500,000. All of which indi- 
cates that the tube market is steadily growing. Are 
your tube profits growing with the market? 





Proposed Bill Would Prohibit Unsolicited Merchan- | 
dise from Mails 


The House Committee on Postoffices and Post-roads last | 
week held a brief hearing on the bill of Representative | 
Watson, Republican, of Pennsyvania, which would pro- 
hibit. the sending of unsolicited merchandise through the 
United States mails. Most of the witnesses were greeting 
card manufacturers who claimed the bill, if enacted into 
law, would shut off an important outlet for their goods. 
They pointed out that their methods were ethical and that 
their business involves about $3,000,000 annually. They 
expressed themselves as being as strongly opposed as the 
Postoffice Department and other supporters of the bill to | 
the practice of those who do a mailing business and use 
forms of intimidation to collect payments. It was stated 
by counsel for the greeting card manufacturers that not 
more than 8 per cent of the cards remain unpaid for. 








Solicitor Kelly of the Postoffice Department appeared in 
support of the measure, but said that complaints to the 
Postoffice Department regarding unsolicited merchandise 


are on the decrease. 
x * x 


The Federal Trade Commission has set Tuesday, April 1, 
as the date for the final argument before the commission in | 
the matter of the Aluminum Co. of America, to be held 
in the commission’s hearing room in Washington. The | 
case, long-drawn out, concerns contracts and agreements | 

made by the company for the sale of sheet aluminum. 
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A Better Grade of 
Wire Netting Than 
Straight Flat 
Hexagonal Mesh 
Has Never Been 
Devised 

Many substitutes 
have been ad- 
vanced; and while 
we make them, we 
unhesitatingly rec- 
ommend our Su- 
perior Hexagonal 
above all others. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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CLOTH 
AND WIRE 
| PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 








Osborne. High Grade Punches 





rere addins 


Revolving Punches 


Belt Pidiins 
Spring Punches 


A varied and attractive line for the Hardware Trade. Also 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials, 

We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 















MORE PROFITS 


for you / 


ees ry will increase 

your oven bus span a 

value “tor your 

more profits for —. a: Fal tn lined-- 
double walls, asbestos insulated -- 
heat indicator--air circulation- -heat 
deflector--two locks. Specify Nesco. 








Nationa, ENAMELING AND 


Srampinc Company, Inc. 
13 12th St. Milwaukee, Wis. 


NESCO 


The Nationally 
Advertised Trade Mark 




















Write for sam- 
ples of Klos Klips, 
and see why housewives 
do not like to buy other 
types. Learn why the trend 
is to Klos Klips. 


Montpelier, 
Vermont 


National Spring Clip Co., 














Customer Loyalty Deserves a House in 


Order Says Veach Redd 


CyNTHIANA, Ky.—I have enjoyed very much the 
editorial in HARDWARE AGE of March 13, entitled “Not 
Henderson, But You.” I take this opportunity to com- 
pliment you on the soundness of the arti- 
cle, and to congratulate you on the stand 
you take. 

I think one of the major reasons I have 
enjoyed it so thoroughly, aside from the 
good sense in it, is that I am glad to find 
some one who thinks as I do about this 
vital question. 

Our town, as you know as is the case in 
hundreds of other towns in the country, 
has become all “stirred up” over the Anti- 
Chain Store propaganda that is sweeping the country, 
and our merchants have felt that they should join 
the crusade. Like the merchants in a great many 
other towns, they are pooling their advertising money in 
a campaign to spread the propaganda by setting forth 
the facts that the “home towner pays taxes, builds roads, 
supports schools, etc.” You know the balance of the 
story. 

I have been censured rather severely on a number of 
occasions, for not subscribing to this fund, and for my 
“radical” ideas on the subject. I have contended all 
along, that the independent merchant should not become 
“crusader,” and that these organizations that are joining 
the “crusaders” have the “cart before the horse.” 

Rather than try to pick the moat out of our customer’s 
eye, let’s get the beam out of our own. We have no 
right to expect our customers to patronize us in prefer- 
ence to the chain stores, if our stores, our merchandise 
and our methods of doing business are not such as to 
make us worthy to wear the name of Merchant. 

I think the majority of us are thoroughly convinced 
that in these days of fierce competition, there is no longer 
such a thing as customer loyalty. My customer today, 
may be the customer of the chain store or the mail order 
retail store tomorrow. And why not? If those stores 
are cleaner, more inviting, have better and more attrac- 
tive window displays, better interior arrangement, and 
the merchandise represents better values in some cases, 
how can I expect customer loyalty? 

Will the buying public continue to pay a premium on 
inefficient merchandising methods? 

Will the modern generation continue to spend money 
in the same kind of stores, the preceding generations 
have patronized? 

Have store arrangement, interior display and merchan- 
dising methods in the average independent store, kept 
step with the changes in customer living and business as 
it is done today in the chain store and department stores ? 

I must be honest with.myself when I answer these 
questions. There is an object lesson in modern mer- 
chandising for me right in my own town every day in the 
year. If I don’t take advantage of it, whose fault is it? 

Rather than join the “crusade” by subscribing our 
names to radio programs and newspaper advertising in- 
viting customers to spend money with the “home towner,” 
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let’s make our stores and windows more inviting, capital- 
ize the spirit of friendliness and customer welcome that 
should be found in our stores, and spend our money ad- 
vertising “values” in the newspaper circulars that go out 
from our stores. 

If the work of propaganda now sweeping the country, 
should bring a return of customer loyalty to the inde- 
pendent store, let us see that we, as Henry Browns, have 
our houses in order, that we may be equal to the job. 

Assuring you again of my appreciation of your edi- 
torial, as well as the other helpful articles in this week’s 
Harpwake AGE. 


(Signed) Veracn C. Repp. 


Manhattan and Bronx Dealers Express Appreciation 


Commenting upon the appearance and content of 
Harpwakre AGE, the following letter speaks for itself : 


“At our January meeting comment was made of the 
attractive manner in which some of the articles appear- 
ing in your magazine were presented and of the benefit 
the retailer could derive by a careful perusal of not only 
your publication but of all hardware publications when 
the articles contributed were signed by a name that was 
familiar to the reader. It gives a personal touch and im- 
presses the reader much more than an article unsigned, 
the feeling being that it is original and not copied from 
some other magazine and that the writer has given the 
subject careful thought and effort in order to put it 
over with the right sort of a punch. 

“As a result of the discussion, I as Secretary of the 
Manhattan and Bronx Association was instructed to write 
you a letter expressing the appreciation of the members 
for your efforts in making HARDWARE AGE one of the 
best mediums of information furnished the trade, also 
realizing that the successful issuance of your magazine is 
not a one-man job and that it requires the combined 
efforts of many to make it the complete success that it is. 
We are asking you to convey this message to your asso- 
ciates with the hope that you will all be able to continue 
the good work for many years to come.” 

(Signed) C. H. Tirson, Secretary, 


Manhattan & Bronx Association. 





All readers are urged to send their prob- 
lems and comments to HARDWARE AGE. 
Each letter will receive an answer and wher- 
ever any additional service may be required it 
will be rendered. Letters of general trade in- 
terest will be published for the benefit of other 
readers. In these days of intense competition, 
with its ever greater complexities it is well to 
utilize every means of adding to your fund of 
useful and practical trade information. Your 
comments and problems will be welcomed. 

—THE Epiror. 
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Stronger—Easier to Sell— 


RUBBISH BURNER 
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Homes, Stores 
Factories and 


\nstitutions 


High carbon steel and 


woven construction 
make Skyscraper 
stronger. Solid ap- 


pearance and reason- 
able price make it 
easier to sell. Its 
knockdown form in 
separate cartons 
makes it easier to 
stock and ship. 


Sizes and types for 
every need — and a 
real profit for you. 


Ask your jobber or 
write to us. 


EASTERN NAIL COMPANY 
170 Union Avenue, Providence, R. I. 
California Representatives 
PACIFIC SALES COMPANY 
718 Mission Street, San Francisco, Cal. 























WHEN 


Do as the Romans 
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n’t do now. 
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w. C. HELLER 


700 Bryant Street, 
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A Real Sales Opportunity for Dealers 


HE UNDERWOOD PORTABLE is a type- 
writer you can sell to an ever-widening market in 
your community. 


To operate under our attractive dealership plan will be 
profitable for you. For details write Portable Division, 
Underwood Typewriter Company, 342 Madison Ave- 
nue, New York, N. Y. 


Underwood 


Standard, Noiseless and Portable Typewriters —Bookkeeping Machines 
UNDERWOOD TYPEWRITER COMPANY 
Dinison of Underwood Ethott Fisher Company 
342 Madison Avenue, New York, N.Y. 
“UNDERWOOD, ELLIOTT-FISHER, SUNDSTRAND—SPEED THE WORLD'S BUSINESS” 
























COLORED 
METAL KEY 
SIGN 


Actual Size 










The sign of the 


master locksmith 
who cuts keys with 
the Segal Rectify- ney 
ing Cutter. Key Cutter 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


TRADE J 
Jimmy- hee | Gl 
eur Latches 
Locks Padlocks : 
MARK 


Prices 
and 
Booklet 


on 
request 














EFFICIENT 


Soldering reduced to one operation—the application of 
heat. No separate fluxes to hinder soldering success—no 
wasted time—no spoiled materials. Preferred hy me- 
chanics, farmers, electricians, home-handcraftsmen, ‘house- 
wives, boy-builders—every hardware customer. Increase 
your sales profits by supplying the complete, nationally 
advertised Kester line. 


From all jobbers 


Kester Solder Co., 4205 Wrightwood Ave., Chicago, Ill. 
Established 1899—Formerly Chicago Solder Co. 


FLU X 


SOL 


ACID-CORE ROSIN-CORE 
METAL MENDER 


PASTE-CORE 
RADIO SOLDER 














Hot of the Nail Keg 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it: “Some of them have been \ 

copied, the rest will be.” 








You don’t have to be crazy to 
play a saxophone—but it helps. 





“You can get liquor for $75 
a case—F. O. B.!” 

“What you you mean ‘F. O. 
B’ “6 

“Flung over board!” 


“Miss Lamb — er — Sylvia — 
there is a question I’ve been 
wanting to ask you for weeks.” 

“Carry on, old thing — the 
answer's been waiting for 
months.” 





Salesmanship is the art of 
making yourself believe that a 
polite refusal is an excuse to 
go on talking. 





Josephine: “My mother was 
born in Paris, my father was 
born in Los Angeles, and I was 
born in New York.” 

Joseph: “Funny how you all 
got together, wasn’t it?” 





Brave Toreador: “Ah, senor- 
ita, tonight I will steal beneath 
your balcony and sing a sweet 
serenade.” 

Consuelo, the Beautiful Seno- 
rita: “Do. And I will drop 
you a flower.” 

Georges: “Ah, in a moment of 
mad love?” 

Consuelo: “No, in a pot.” 


Porter—This train goes to 
Buffalo and points East. 

Old Lady—Well, I want a 
train that goes to Syracuse, and 
I don’t care which way it points. 





A perplexed and worried wife 
said to her husband one eve- 
ning, after their little six-year- 
old hopeful had been put to 
bed: “My dear, I am almost 
mentally exhausted. You will 
have to help me with that boy. 
His inquiring mind knows no 
bounds. Suppose you take a 
turn at answering some of his 
questions, and give me a rest.” 

“T’ll be glad to,” briskly an- 
swered the husband. “I think 
it’s a father’s duty to assist in 








the development of his young 
son’s mind. Now just what are 
some of the questions he has 
been asking?” 

“Well,” replied his wife, with 
a sigh, “so far today I’ve an- 
swered about two hundred, but 
I can only remember the last 
four: ‘Why does a dog chase 
his tail?? ‘How far can a cat 
spit?? ‘Why don’t women wear 
suspenders?? and ‘Does God 
wear whiskers?’ ” 


Q.—What is the difference 
between learning golf and mo- 
toring? 

A.—In golf you hit nothing, 
and.in motoring you hit every- 
thing. 

Q.—What was the speed 
cranks last truthful statement? 

A.—‘‘Now watch the speed- 
ometer hit sixty.” 

Q.—What is the one thing in 
the world you can’t buy when 
you need it most? 

A.—Accident insurance. You 
have to buy it when you don’t 
need it, or not at all. 

Q.—What is the best way to 
prevent the diseases caused by 
biting insects? 

A—Do not bite the insects? 

Q—How long should you 
cook spaghetti? 

A.—About ten inches. 

Q.—How can I tell the horse- 
power of a car? 

A.—Lift the hood and count 
the “plugs.” 

Q.—Where is the best place 
to get autoparts? 

A.—At the railroad crossing. 

Q.—What is the hardest job 
you know of? 

A.—Trying to sell buggy 
whips to Ford. 

Q.—Should a woman run for 
Congress? 

A.—Yes! Women can intro- 
duce more bills than men. 

Q.—How often do the rail- 
roads kill a man? 

A.—Just once. 

Q.—Where is the easiest place 
to find success? 

A.—In the dictionary. 

Q.—Who is the happiest man 
at a modern wedding? 

A.—The bride’s father. 
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Salesman: “And what kind of 
horn would you like, sir? Do 
you care for a good loud blast?” 

Haughty Customer: “No, I 
want something that just 
sneers,” 





A child had been to Sunday 
school to hear a missionary lec- 
ture. When she returned her 
father asked her if the lecturer 
had told her about the poor 
heathen. “Oh, yes,” she replied. 
“He told us they were often 


hungry, and when they beat on- 


their tum-tums it could be heard 
for miles.” 





Still Life—Two Scotchmen 
grabbing for a dinner check. 





He: “Gosh, we're out of gas.” 


Gladys: “Don’t be. silly. 
Someone is liable to see us 
here.” 





“What’s that you call your 
mule?” 

“T call him Corporation,” an- 
swered the old colored man. 

“How did you come to give 
him such a name?” 

“Fum studyin’ de animal an’ 
readin’ de papers. Dat mule 
gets mo’ blame an’ abuse dan 
anyt’ing else in de township, an’ 
goes ahead doin’ his work jes 
de same.” 





Tom: “Gladys, on what 
grounds does your father ob- 
ject to me?” 

Gladys: “On any grounds 


within a mile of the house.” 





“What’s the trouble, son?” 
solicitously asked the father. 

“Daddy,” answered the boy, 
“T picked up a bug and one 
end of him wasn’t insulated.” 





Jessie: ‘You say that Harold 
is a great nature lover?” 
Mildred: “Yes, the wilder the 





spot, the better he likes to park.” | 


CAN YOU PUNCTUATE? 

A funny little man told this to 
me: 

I fell in a snowdrift in June 
said he 

I went to a ball game out in the 
sea 

I saw a jellyfish float up in a 
tree 

I found some gum in a cup of 
tea 

I stirred my milk with a big 
brass key 

I opened my door on my bended 
knee 

I beg your pardon for this said 
he 

But ’tis true when told as it 
ought to be 

’Tis a puzzle in punctuation you 
see. 





When I was a boy I thought 
nothing of chopping wood all 
day long. 

I don’t think much of it my- 
self. 





Lady (to small boy accom- 
panied by two dogs): “Have 
you licenses on ‘both those 
dogs?” 

Small Boy: “No’m, the big 
one’s all right but the little one’s 
just full of ’em.” 





Here it is at last—the story 
that can’t be beat! It comes 
from Iowa. Seven years ago a 
farmer hung his vest on a fence 
in the barnyard. A calf chewed 
up a pocket of the garment in 
which was a_ standard gold 
watch. Last week the animal, a 
staid old milch cow, was butch- 
ered for beef, and the timepiece 
was found in such a position be- 
tween the lungs of the cow 
that the respiration—the clos- 
ing in and the filling of the 
lungs —kept the stem winder 
wound up, and the watch had 
lost only four minutes in the 
seven years. 

How’s that one? 





—AND ALL JOKING ASIDE 


Have you ever observed that 
when you travel on a crack train 
you are served by first-class 
porters, and that when you live 
at the best hotels you receive 
excellent attention from the 
waiters, elevator operators and 
bellboys ? 

There is nothing surprising in 
this, but it is worth a moment’s 
thought. 

The reason why these people 
happen to be in these good jobs 
where the tips are large is be- 
cause they demonstrated un- 
usual ability to please the pub- 
lic in inferior jobs. They rose 
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to the top as naturally as cream 
in a milk bottle. 

The best doorman in New 
York receives a salary equal to 
a buyer. He works for one of 
the best stores, and knows the 
prominent customers better than 
the proprietor himself. 

Like attracts like. The germ 
of a better job is in the job we 
are doing now. If we think our 
present job is unworthy of our 
best efforts we have supplied 
prime evidence that we are un- 
fit for a better job—Walliam 
Feather Magazine. 











You Can “Go the Limit” on Talking 
Quality if You Sell 


IVER JOHNSON 


Bicycles, Velocipedes and Juniorcycles 
Send for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


Ogden, Utah 


New York 
2327 Grant Ave. 


Chicago 
151 Chambers Street 108 W. Lake Street 
San Francisco 
717 Market Street 

















A “QUALITY” SELLER 
AT A LOW PRICE 











HE Hall “JUMBO” galvanized 
basket has advantages found in 
no other galvanized 
basket. It is probably 
sold in more hardware 


stores than any other f 
similar product. Full form corrugations in heavily 
coated side, double bottom riveted through five layers 
of metal. Extra heavy Bessemer rod in top rim. 
Rope or iron handles. 


Hall Manufacturing Co., Cedar Rapids, Iowa 























Write for Free Catalog of Trade building Items 





ARMSTRONG BROS. 


Solid Pipe Dies 








These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 
manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process. 
Fit all standard stocks. 






3. Ample Chip Clear- 


ance 
2. Solid Support Be- 4. Relieved Cutters 
hind Cutter (Backed off) 


Write for Catalog P-10 


ARMSTRONG’ BROS. ~ TOOL 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


1. Free Cutting Rake 


COMPANY 











Guaranteed Unbreakable 





he 18 Inch and 24 Inch Sizes 


y 


Display Lawncombs 
from now on at your 
store. Customers will 
buy when they get 
one in their hands. 
Best steel. Light 
weight. Costs little. 





Eastern Tool 


Ree & Mfg. Co. 
Ve Bloomfield, N. J. 
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SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 














THE PAINT-O-MISTER 
ERE’S what you want in a spraying machine. Light- 
ness—ease of operation—easy cleaning—easy lubri- 

cating—sturdy motor—full pressure to at least 25 Ibs. 

The “Paint-O-Mister” has them all. $39.50 Retail. 


THE ATOMISTER CORPORATION 


39 Scott Avenue Rahway, N. J. 








MYERS CnRe’ 
TORELADDERS 


MODERNIZE STORE METHODS 
vo > eit ible and storage ge ge - shelf stock—te 
mak 


and stock men 
to handle with absolute safety—to hee’ quick service for 
wholesale or retail ao Hh one or more 
MYERS NOISELESS CUSHION TIRE STORE gona 
Deep tread bmg full length hand grips, rubber tires, over- 
head track system, firm construction throughout, aintee +4 
tion and noise and produce a “adder of ample strenyth for 
safety, and i One style onl: eat of 
design — attractivel finished —any height—easily. installed — 
meets most requirements. Circular on request. 


mE FL E.MYERS & BRO.co. 
ASHLAND, OHIO. 





























PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 





® coMPRESSey 
LEAD] [aHEAD 
or 


Don’t confuse lead head nails with nails that have a little 
lead ring or washer only UNDER the head. On Dickson Com- 
pressed Lead Head nails the heads are completely BURIED in 
cold lead equally distributed on top, sides and bottom in great 
die presses. Run more nails to the pound. Make a better 
seal. Cost no more per keg. Are sure repeaters. 

Sizes 1%, 1%, 2, 2% and 2% in., Bright or Galv. barbed, 
No. 10 ga. 

Send for samples and prices. 


Dickson Weatherproof Nail Co. 


1013 Church Street Evanston, Illinois 



















Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JoBBERS’ ASSOCIATION JOINT 
CoNVENTION, Buccaneer and Galvez Hotels, Galveston, 
Tex., April 7, 8, 9, 10, 11, 1930. Charles F. Rockwell, 
sec.-treas., 342 Madison Ave., New York. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. ~ 


HARDWARE ASOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 
Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; place of meeting to 
be announced later. Charles H. Casey, manager-tres., 
Nicollet at 24th Street, Minneapolis. 


MissIssIpPI RETAIL HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, St. Louis, Mo., June 24-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis, Ind. Hotel Headquarters, Coronado Hotel. 


New ENGLAND RETAIL HARDWARE DEALERS AsSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
18, 19, 20, 1931. Convention at Paul Revere Hall. 
Exhibition at Mechanics Building. George A. Fiel, sec- 
retary, 80 Federal St., Boston, Mass. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 14, 15, 1930. 
Headquarters, Herring Hotel. C. L. Thompson, sec., 
Canyon, Tex. 


SOUTHERN HARDWARE JOBBERS’ ASSOCIATION AND 
AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
Jornt ConvENTION, Buccaneer and Galvez Hotel, Gal- 
veston, Tex., April 7, 8, 9, 10, 1930. Sidney St. J. 
Eshleman, sec., 704 New Orleans Bank Bldg., New 
Orleans, La. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 





sec., 701 Grand Theater Bldg. Atlanta. 
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VAS TIEATERS 


——IBETHEER_OF AN OPEN FIRE- THE BEAUTY OF FINE FURNITURE —— 








THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 





REZNOR MANUFACTURING CO., MERCER, PA. 


























“IVES” Patent Ventilating Lock 





WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 














nk ted oe Ome Distributors in Principal Cities of the World 
“Quality Hardware Since 1876” 
indow and Door Specialties Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Tue H.B. Ives Co. Walworth International Co., New York, Foreign Representative 
New Haven, Conn., U. S. A. Makers of Dan Stillson’s Wrench 














A pair weighs only six ounces! 


YELLOW JACKET 


ALUMINUM FOLDING SHOE TREES 


Each tree when folded takes up only 2x 3x Sinchspaceina 
traveling bag. Quickly and easily adjustable to fit any size 
shoe. Made of aluminum, they do not absorb perspira- 
tion odors nor moisture from shoes that are 

damp. Hollow, open-bottom form allows shoe 
soles to dry quickly. A 
They cannot chip or split, and ar 
good for a lifetime of service. 


& SESSIONS CO. | | “a's 


invited to write for 
prices and details, 


CLEVELAND, OHIO PAUL & BEEKMAN 
MFG. CO. 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 4250Wissahickon Ave. 
Philadelphia, Pa. 










































Permits Quick 
Access to the 
Handcuffs his 
The symbol of The Peerless Handcuff ™ 


* ° 4 Holster is attached to the 
quality in chain belt of the officer and is 
of sufficient size to per- 
mit withdrawing the 
There is an ACCO Chain for every ‘cuffs quickly in any 





industrial, farm and home rurpose— 
in bulk or made into specialties. emergency. 
Concentrate on this profitable Also protects the hand- 


quality line. Made by the world’s 
largest manufacturer of welded and cuffs from dampness. 
weldless chain. Made of fine quality black 


AMERICAN CHAIN CO., Ine. or brown leather. Send 
Bridgeport, Conn. for Folder and Prices. 


Makers of the Famous Weed Tire 
Chains Peerless Handcuff Co. 
Springfield, Mass. 
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CLASSIFIED OPPORTUNITIES 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

one cent a word, minimum fifty 
cents per insertion. 











Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and 
tives Wanted” Advertisements. 
Set Solid, Minimum of 5 lines. . 
Each additional line 
All Capitals, Minimum of 5 lines... 
Each additional line............ .80 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
addressed to box numbers 


BOXED DISPLAY RATES 
erabebtonat anaes sveenes +> > AES 


Discounts for Classified —— 
4 insertions, 10% off; 8 insertions, 15% off 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


“Sales 





«++ +$3.00 
egy wae" 


- 4.00 


























POSITIONS WANTED 


POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 








EXECUTIVE POSITION DESIRED with a firm where twenty-five 
years business experience in purchasing and managment would be an asset. 
Thoroughly familiar with Hardware, Auto Accessories, Motor Boats and 
Marine Hardware, Electrical Appliances and Radio. Prefer being located 
in New York City or vicinity. Age forty-five and married. Unquestion- 
able character and business credentials. Address Box 1-768, care of Harp- 
warE AcE, New York City. 





WANTED—Young man desires position as manager of a_ hardware 
store in some smaller town. Have good habits and eo worker, refer- 
ences. Address Box I-764, care of HArpwArE AcE, New York City. 





POSITION WANTED in a hardware or hardware and implement store 
by an experienced young man. Does not smoke or drink and willing to. 
work. A-1 references. Address Box I-763, care of Harpware Ace, New 


York City. 





THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer. Capable of taking charge of Builders’ Hardware 
Department. Address Box I-737, care of Harpware Ace, New York City. 








YOUNG MAN, 23 years old, married, desires sales position with jobber 
or manufacturer; New England or New York State ged salar 
object; willing to demonstrate ability for a position with a future. First 
hand knowledge of hardware, family in the business for over seventy 
Now engaged in managing hardware and own plumbing business. 


years. 
care of Harpware AGE, New York City. 


Address Box 1-767, 





DESIGNER, ENGINEER AND SUPERVISOR So a WITH 
MANUFACTURING AND PRODUCTION METHODS ND_ RE- 
QUIREMENTS ON eros, AND BUILDERS’ HARDWARE ‘WOULD 
ARRANGE FOR TUAL CONNECTION THOROUGHLY CON- 
VERSANT WITH MTHE SUBJECT. ADDRESS BOX I-760, CARE 
Harpware Ace, NEW YORK CITY. 





MANUFACTURERS SALESMAN, age thirty, nine years’ experience. 
Ohio, Indiana, Kentucky, Tennessee, and West Virginia. Acquainted with 
wholesale and retail hardware trade, mill supply jobbers, plumbing job- 
bers and dealers. Wishes connection with growing neneieabener. 
consider territory other than mentioned. Address Box I-757, care of 
Harpware Ace, New York City. 





SALESMAN: Thirteen years’ experience. Acquainted with wholesale, 
retail and industrial trade in Western Pennsylvania, Ohio, West Virginia, 
Western Maryland and Northern Kentucky. Now district manager for 
national concern. Located Pittsburgh. Desire position as assistant or 
sales vey as or will represent good strong line in ie 7 Ad- 
dress Box 1-741, care of Harpware Acz, New York, 





HARDWARE MERCHANT—For the past 25 years enga: in retail 
business, selling Hardware, Housefurnishings, Paints, Electrical and Radio, 
is about to sell his business. Would like to locate with an organization 
where varied retail merchandise experience would be of real value. 43 
years old, Gentile, clean habits. Widower with four children. Must locate 
in East Pennsylvania. Address Box 1-748, care of Harpware Ace, New 


York City. 





HELP WANTED 


HARDWARE MANAGER wanted by established concern in New York 
Metropolitan district, which is expanding and requires a man to take 
charge of entire Heavy Hardware department handling contractors’, fac- 
tory and mill supplies. We require a man who has already demonstrated 
his ability to manage such a department efficiently and with profit and 
whose earnings have been at least $6,000 per annum. To receive considera- 
tion state clearly your employment record for past five years, capacity 
served iz each company. State age, religion, salary desired. All informa- 
tion held confidential. Address Box I-766, care of Harpware Ace, New 
York City. 








BUSINESS OPPORTUNITIES 





FOR SALE—Hardware Business located in County Seat town in cen- 
tral Pennsylvania, in center of rich farming district. Clean stock. Best 
of reasons for selling. Real proposition for young man who desires to go 
into business and is willing to work. Address Box I-698, care of Harp- 
warE Ace, New York City. 





OPPORTUNITY to buy an interest in Pacific Coast firm, jobbing ma- 
chine and repair shop supplies and take charge of office; firm is well known 
and well liked among its customers. Write for particulars to Box I-761, 
care of Harpware AcE, New York City. 





FOR SALE—Complete set Heller Oak Hardware Wall Display Fix- 
tures and five floor show cases to match; also counter nail bin. Original 
cost $7,500.00, used less than three years, will sell very reasonable. Ad- 
dress Box No. 93, Tampa, Florida. 





SALES ACCOUNTS WANTED 








POSITION DESIRED in western or central New York State, as sales- 
man, buyer, or manager, by: married man with thorough experience in 
hardware, housefurnishing, and paint lines. At present loyed, but 
anxious for greater opportunities. Best of references forutehed. Address 
Box 1-749, care of Harpware Ace, New York City. 





EXPERIENCED SALESMAN seven years with one employer selling 
all Detroit hardware dealers. rs 

territo 
AGE, 


Desires good sales connection for Detroit 


Salary or commission. Address Box I-755, care of HARDWARE 


ew York City. 





Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369-A, Care of Hardware Age, Otis Building, Chicago, III. 
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CLASSIFIED OPPORTUNITIES 


SALES ACCOUNTS WANTED | SALES REPRESENTATIVES WANTED 














I AM EMPLOYED as District Manager of prominent electrical manu- EXCEPTIONAL OPPORTUNITY for Salesmen calling on Housefur- 
facturer, thoroughly familiar with wholesale electrical and hardware nishing Trade to introduce NEW STAINLESS ENAMELWARE Kitchen 
Commission basis. Give qualifica- 


channels in the New York Metropolitan territory, Connecticut, Eastern Utensils. Several territories still open. 
Pennsylvania and New Jersey. Will consider one ‘or two items of merit tions and references first letter. THE 
for constructive sales work as manufacturers’ agent. Excellent references COMPANY, SEBRING, OHIO. 

as to qualifications. Address Box 1-770, care of Harpware Ace, New 


STRONG MANUFACTURING 














York City. THE MANUFACTURER of a new, but proven, fast selling hardware 
a specialty desires established manufacturers agents calling on retail hard- 

EXPERIENCED HARDWARE SALESMAN calling on large retailers praia ges age lon po scien gue rity PR incr —— aah 
and small jobbers in Pennsylvania, border towns of Maryland and West tories open. Address Box I-762, care of Harpw ARE AGE, New York City 
Virginia, requires some additional accounts. Has wide experience of many : TES ; noes Ri abcitiateene ot ie 
years’ standing with this trade and will appreciate correspondence with SCREW-HOLDING SCREW DRIVER! Amazing new patent! Fac- 
any manufacturers desiring representation. Address Box 1-769, HARDWARE tories, garages, electricians, mechanics, auto, radio, owners, buy on sight! 
Ace. New York City. Removes, inserts screws instantly! Your profit 75c each. EXCLUSIVE 

territory. FREE trial offer! Millenco, 1558 Spring Lane, Boston. 








MANUFACTURERS REPRESENTATIVE with headquarters in 
Philadelphia would like one good strong line for Wholesale Hardware, WANTED—Salesmen calling on Hardware stores, house furnishing 
Department Store housefurnishings departments, and the larger retail trade, department stores and Jobbers to handle as side line our braided 
trade. Territory covered regularly, Pennsylvania, New Jersey, Delaware, Novelty rugs, large commission. Wilkens Manufacturing Corporation, 
Maryland and District of Columbia. Have car’ and will work on com- White Plains, New York. 





























mission basis. Address Box I-759, care of HarpwarE AGE, New York City. 
SALESMAN WANTE D Inside and outside work. Thoroughly ex- 
AGGRESSIVE SALES REPRESENTATIVE desires lines for hard- perienced in paint and builders’ hardware. State experience in_ detail, 
ware and housefurnishing jobbers and chains in Metropolitan New York. | also age, references, salary expected. Apply Salesman, Box 909, Norfolk, 
Nineteen years’ experience in this field. Address Box I-765, care of Virginia. 
Harpware Ace, New York City 
- ROPE SALESMEN WANTED—100 per cent pure Manila rope 17c. Ib. 
basis. Fast — side line, five per cent commission. UNITE FIBRE 
COMPANY 2 South Street, New York City (Foot of Wall St., and 
East River). 
ee ” —~ sare aired 
LET US Help You Word Your “Want. LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 





pitt tn ee BB eB Be ltl 
The Last Word in Appearance 


RINGCS Shelf Brackets, Tumbler Holders, Towel 
Bars, Soap Dishes, Robe Hooks, etc., are the 
last word in appearance. Their designs are 
most pleasing and their attractive finish har- 
monizes with modern bath room decorations. 


They sell well, because of the long SERVICE 
they give. Their Chromium Finish is applied 
over a substantial nickel plate on a brass body. 
The housewife knows they will never rust or 
tarnish. 





Si She che sho che ci dhe ihe de o> 


Send for Latest Catalog and Prices. It shows 
a big variety of popular selling patterns. 


We also manufacture Furniture Trimmings, Up- 
holsterer’s Nails, Eyelets, Grommets and Washers. 





No. 03773 White Finish Brackets Waterbury iiss 
No. X3773 Chromium Finish Brackets 
Branch Offices: 


No. 3773 Nickel Finish Brackets Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 


with Crystal or Opal Shelves Chicago—29 E. Madison St. 


i 
i 
pi pony sheraing AMERICAN RING COMPANY 
i 
i 
i 


LELESCCESE CES ES SESSETSTES 


PEPE PPE S SS SSS SS SS Se SSS SESS SESS SPSS 





Are You Looking for The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 


REAL Sales Representatives ? want to get in touch with. 


it costs little to tell them your story 














| 
| 
| 
| 
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THB ADVERTISERS INDEX is published as a convenience and not as a 
No allowance will be made for errors or failure to insert. 


Dart of the advertising contract. 


Every 


care will be taken to 


index correctly. 





Kokomo Stamped Metal Co...... 
MROOR Oe ik 6.5 aes vee ee 


ee ee. ae ee 


L 


Lamson & Sessions Co.......... 103 
Landers, Frary & Clark........ 81 
Libbey-Owens Sheet Glass 
Lidseen Co., Gustave......2.00. 
PRA, TNO ACO, oo: so csc 0s 08 


Luther, Inc. 


McKinney Mfg. Co...........-. 
Madison Hotel, The.......... ae 
Malleable Iron Fittings Co...... 
Malleable Iron Range Co........ 
Mansfield Lock Washer Co...... 
Mansfield Tire & Rubber Co..... "9 
Marshalltown Trowel Co........ 
Martin-Senoeur Co.. .2.0066 60.05 
Penttin: VOre -COr. 6 o0c cece 110 
Marvel Rack Mfg. Co., Inc..... — 
Master Metal Products, Inc..... — 
Maydole, David, Co............ 74 
Meisselbach Mfg. Co., A. F....._ 
Peerti TIANME Con. 6 6.665000 08s 
8 one 
Milwaukee Brush Mfg. Co...... 
Milwaukee Stamping Co........ — 
Monarch Mfg. Co., The........ 
Moore Push-Pin Co............. ~- 
Morse Twist Drill & Machine Co. 57 
Murphy’s Sons Co., Robert..... 
Murphy Varnish Co............ 26 
Myers & Brothers Co., F. E..95, 102 


N 


Metoea! Cather Co... si9eos ccs 
National Enameling & Stamping 
Co. 
PRR APO Gi 526 0sine ecw: 14 
National Lock Washer Co..... 
nS Et a Oe 
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Nelson Mfg. Co., Inc., L. 
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New Jersey Zinc Company...... 16 
New York Wire Cloth Co....... 
New Yorker Hotel............. 
RCNCRBOS PUG OO. i 5 x cccevsss 
Nilco Lamp Works, Inc......... 86 
Norcross & Sons, C. S.......... = 


ig ls Ago a _ 
North Wayne Tool Co......... 





Norton Door Closer Co......... 
Norwich Wire Works.......... 


O’Cedar Corp. 
Oliver Iron & Steel Corp...... 28-29 
One Minute Mfg. Co.......... 
Oneida Community, Ltd......... 
Oo gO OS ea 
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Sore 6 ee ee an 
Osborne &@ Co; C. Svcs csicsce 


Pp 


Page Steel & Wite Cos «0: 60.060 
POE (GO. wrk peadebceca ne vines 
Patent Novelty: Cou. .:0555666%00 
Wat. & Been: isissc cece 103 
Peck, Stow & Wilcox Co........ 
PGCUEe: Re Cie oi cis csc scene 69 
Peerless Handcuff Co.......... 103 
Pewure Mi CO... scccccseces 
Penn. Lawn Mower Works..... _ 
Perfection Mig. Co.....scccce 
Perfection Stove Co., Inc...... 
Peters: Cartridge Co... 2.csces 
Pharis Tire & Rubber Co...... — 
DUC Eee, GO rssevs cesses 
Pike Mfg. 
Pittsburgh Plate Glass Co...... 21 
Pittsburgh Steel Co.,.....ecees —— 
Plumb, Inc., Fayette R........ — 
Muueee Gir s66 rts 
Popular Science Monthly....... 
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Petey NN Wied sx9% 6h pions 6 ho sia -- 
Positive Lock Washer Co....... 
Pratt & lambert; Inc... 2:2... 
Premax Products, Inc.......... — 
PRGUME VOU CO Rie eiescsiscss 65 


Progressive Mfg. Co........... 


GAGE TION CO on sc iasbe cans 71 
Reed & Prince Mfg. Co........ 
Reliance Manufacturing Co..... —- 
Remington Arms Co., Inc...... 53 
Remington Cash Register Co., 


Rennous-Kleinle Div. of Pitts- 
burgh Plate Glass Co........ 22 
Rexnowse TAte> LOls ces eeeccess _ 
Reynolds: Wie COs occ 6cscvicss 108 
Reznor Mfg. 
Rich Pump & Ladder Co...... -— 


Richards-Wilcox Mfg. Co...... 





Richardson Ball Bearing Skate 

CME bres ceded enuirecmacney ass 
mixeon Go. Catae Co coc ic cscs 
Robertson, Arthur R........... 
OOS: Fe Rs Weis 66% iccsats 
Rotax Company, Inc. .....<6..<. 
Ruby Clpidal Coe. occ ccc 
Russell, Burdsall & Ward Bolt 

MCINUE (COs sc ckc.ccewseas care 
Russell Cutlery Co., 
Russell & Ex witts sc vksscsiesce 


DOGS; TNC. LOGIE <coesaics 554 
EMRE NE eh ecc base crseevees 
Samson Cordage Works......... 
papenmn Co. 28s ssc0csivieccaccs 
RINEMOME 08 GOs 5s cosc0es cesses 
Savage. Asms: COrpc..'..c 000900 
Schiate DINGS Cire sio esc visedieccs 
Scliage: LACK Gon cc seciis cece 
Schradé Cutlery Cosi. 66 cece 
MOORE: ROM Coles da:68 ches noes 
Segal Lock & Hardware Co..... 
Shapleigh Hardware Co........ 
Sheffield Bronze Powder & Sten- 

cil Co. 


Shelby Spring Hinge Co........ - 


Sherman Mfg. Co., H. B...... 
SDWOCAUUED, LOE. osc ceec ces ose 
SVG DONEC, esi sa cocccsc ds 
Simmons Hardware Co...... 

Simonds Saw & Steel Co....... 
Simmonds-Worden White Co.... 
Simonsen Iron Works.......... 
SPEER?” WONG 4 600 i ¥hoa.ciels ox: 
Smith, Inc., Landon P......:%. 
Smith & Sons, Inc., Seymour... 
eS ee i Ba a 
Springfield Arms 
Standard Gas Equip. Co........ 
Standard Pressed Steel Co...... 
Standard Tool Cos. 6. scccccens 
Stanley Works 
prearneta as Ba Ceo cs.cics.065:0 
Sterling Woodenware Co....... 


stevens Arms Col, J. .cscccese: 
Stewart Iron Works........... 
Superior Laboratories .......... 


wwe CGY FOR. 6s ke acccscax 
DWECS: Stéel COs ies cbsaccisces 


Sylvania Products Co.......... - 


Tr 


Technical Glass Co., 
Tilley Ladders Co., John S..... 
Toledo Metal Wheel Co........ 
Toledo Pressed Steel Co........ 





Toledo Wheelbarrow 
Tremont Nail Co......cccscecs 
Tremont MiG. Coie. cesses ccc 
Drow SHO iin orsevccsen 
Tubular Rivet & Stud Co....... 31 
Tucker Duck & Rubber Co...... 
Tarner Brass Wks... 22.0000 
Turner, Day & Wodlworth Han- 

dle Co. 
Twin City Iron & Wire Co.... — 


U 


Underwood Typwriter Co....... 100 
Union Fork & Hoe Co.......... _ 
Union Hardware Co..........- aa 
Union Steel Products Co....... —_ 
U.S. Cartridgt : GOiciccccscccs a= 
U. S. Chain & Forging Co...... - 
Universal Fixture Corp........ _— 
Up-to-Date Machine Works..... — 
V 
Vaughan Novelty Co........... _ 


Vaughan & Bushnell Mfg. Co.. — 
Vichek Tool Co........cccceess 


Volivathh Ce.  csccccccarvccenee — 
Ww 

Wagner Electric Corp......... _— 

Walworth 6s s. 5565 cccesetss 103 

Warren Mfg. Co., J. D........ 67 

Washburn, E. G., & Co........ — 

Western Cartridge Co.......... = 


Westinghouse Electric & Mfg. 
Co. 


Wheeler Metal Products Corpora- 


HOM ccccccercsecccsscasaces _— 
Whiting Adams Co...........+- 13 
Wickwire Brothers ..........+- 8 
Wilson-Imperial Co....,....+++ 18 
Winchester Repeating Arms Co.. 63 
Wiss & Sons Co.,. Joi ccsscesscs _ 
Witt Coenice: 6066.6 c6cecicacses —_— 
Witte Engine Works.......... — 
Wolverine Supply & Mfg. Co... — 
Wolverine Tube Co... cccceee 102 
Wood Shovel & Tool Co........ — 
Woodrow Washing Machine Co. — 
Wooster Brush Co... cceccrcees —_ 
Worthington Co., George....... 11 
Wright Steel & Wire Co., G. F. 97 
Wrought Washer Co..........- -- 
Wyoming Shovel Works.....19, 20 

¥ 
Yale & Towne Mig. Co... 20s 6 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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Short, but 
tothe point 


You can have Atlas 
Tacks and Small Nails 
to meet the needs of all 

your customers. 


7 








A complete line is always 
available in both quality 
and price range. 
Also Double Pointed Tacks 
and Staples, Rivets and Burrs, 
Escutcheon Pins, Furniture 
Nails, etc. 


fF ATLAS TACK 
/  . CORPORATION . 


ST. LOUIS, MO. 





FAIRHAVEN, MASS. 


7 


‘a \ Profit or loss on Screen Cloth is often 

merely a question of cutting it! Un- 
Pr certain measurements are respon- 
sible for much grief in the sale of 
this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze and AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 
and self-measured screen 
», cloth on the market. 






















Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 








DOMES of SILENCE 


Every Home Needs Them 


Every piece of movable furniture in the 
home needs Domes of Silence. The 


housewife finds them easy to apply—a 
hammer is the only tool needed. Once 
on they stay put and stay sold because 
they move easily and silently and last a 
lifetime. 


If Your Jobber Cannot 
Supply You—Write Us 
Direct 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 
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Crashing 
through on the 
trail of hack saw 


profits “—~ — 
Backed by a sales plan that as- 
sures you of steadily increasing 
hack saw business from your 
own customers and prospects. 
Eager to drive in greater hack 
saw profits—these rangy Wolves 
of Lenox are attractively pack- 
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ARIE Get the details of this sales plan 
RRR to-day. 
QR RIE “The Teols in the Plald Sex.’ 
RRNA American Saw & Mfg. Co. 
RR RE RIRRE Springfield, Mass. 
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GROWING BY LEAPS AND BOUNDS 


This cutter proof lock is an undoubted value in the 
lock field. It resists bolt cutters, hack-saws and 
files, giving a service unmatched even by highest 
priced ordinary locks. Many hardware men have 
doubled their lock business with this item. , 


HURD—Round the World—On Locks! 








a & & H 
Branch Offices 
Peterson Bros........-.- 104 Walker St., New York City Charies L. Lewis....703 Market St., San Franeisco, Cal. 
W. Te. PRK ccc ccc cccvcevcesccccces McGuffey, Ohio Gillette & McLaren, Inc. .318 Occidental Ave., Seattle, Wash. 
Lee H. Ingraham..1411 So. Michigan Ave., Chicago, Il. Gillette & McLaren, Inc...53 Fourth St., Portland, Ore. 
Ben B. Weldon....711 Mutual Bldg., Kansas City, Mo. 
In Canada Export Office 
Richardson & Bureau, Ltd., 129 St. Peter St., American Steel Export Co., 535 Fifth Ave., 
New York, N. Y. 


Montreal, Que. 
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__N Our 
OPINION 


THERE | 


URE : 


If you are not offering 
your customers a Varnish 
that you know is made 
from time-tested materials 
—as YOU would make it 
to protect your own prop- 
erty—can you not better 
ensure the good will of 
your trade by offering and 
recommending a VAR- 
NISH QUALITY certi- 
fied to by the formula lith- 
ographed on every can? 


Martin’s is made of Pure 
Fossil Gums, Pure Vege- 
table Oils— Pure Turpen- 
tine. 


“Know What 
You Buy” 


ROSIN 
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